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EXCERPTS FROM LETTERS SENT TO US: 


“We jus st received the pic tures of Roto-Rooter for United States Steel. Very frankly, 


the art director on this account and | were ready to take bets that you couldn't produce 
the photograph in the impossible length of time we requested. | gave the picture to 
Paul (the art director) and we both shook our heads, and I sat down to write this letter 


to you because we are both grateful that you could give us such crackling service 
when we needed it so badly.” 


David Barbour. Account Executive 
Batten, Barton, Durstine & Osborn 
Pittsburgh, Pa. 


“The photography on this assignment (he is referring to a Formica coverage in 
California) is the best we have ever had from any field p jhotographer.” 


Sidney R. Best, Vice President 


Perry-Brown, Ine. 
Cincinnati, Ohio 


“We received the photographs taken at Duval Sulphur & Potash in Carlsbad, \. M., 
- they are excellent. The quality of these industrial photographs surpass any thing 
» have been able to obtain through normal commercial photography channels. 


fidrew HW. Manson. t 


Product VManace / 


General Mills, Ine. 
Minneapolis, Minn. 


“It was a wondertul story, and the pictures were just what we wanted. National Supply 
| ] PI 


is delighted. No one has ever come up with anywhere near as thorough a job in thei 
history ... and that dates back to 1825 A.D” 


Charles Little, Account Executive 


Ketchum, MacLeod & Grove 
Pittsburgh, Pa. 


“The photographs on these assignments (he is referring to three covered in_ the 


midwest) were among the best | have ever seen and the job stories were exceptional, 
You may be interested to know that | have frequently utilized the service of othe1 


national photo groups and find their standards far be low those evident in the projects 
mentioned above. 


Vel Ro Stumm. Advertising Manag 


Vanitowoc Engineering Corporation 
Manitowoc - i isc. 
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WHEN SHOULD A STUFFER LOSE WEIGHT ? 


Reducing the weight of an envelope stuffer 
may result in lower postage costs. But it 
may result in lower readership, too. Many 
times a heavier paper can give your mes- 
sage a much more impressive appearance. 
Your printer, lithographer or silk screen 
representative can help you pick the proper 
paper. He’s studied all kinds of stock. He’s 
an experienced weight-watcher as well. And 
with his broad, practical knowledge he can 


save you time and money in many ways. 
So talk with him before you start work on 
any job. 


You'll like working closely with your 
printer, lithographer or silk screener. We 
know because we've done it for years in 
bringing printers the quality papers they 
need to serve you best—the most complete 
line in the world! The Mead Corporation, 
Dayton 2, Ohio. 


—— 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio ¢ New York e Chicago e Boston e Philadelphia + Atlanta 
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FOR THE MAN WHO HAS 


MERCHANDISE 


Merchan ising Moves Your Product! 


Nowhere but at point-of-purchase is there so per- 
fectly synchronized a meeting of product, consumer 
...and shopping money. This is the place and the 
moment of Imminent Decision: to buy or not to buy. 
This is your place, your moment to sell. 


Come to the biggest, finest POPAI show ever and 

see...new concepts and techniques from leading 

The Dates creators of point-of-purchase display material... 

; material that catches the eye, captures the interest, 

tue: April 15: 11 AM to 7 PM sells the product. See the display material that has 
Wed: April 16: 10 AM to & PM moved millions of dollars in merchandise from store- 
Thu: April 17: 10 AM to 6 PM shelving to consumer. See how it can be adapted 


ADMISSION FREE to sell your product. 


POINT-OF-PURCHASE 


ADVERTISING INSTITUTE’S 
12th ANNUAL SYMPOSIUM AND EXHIBIT 


April 15-16-17, 1958 SHERATON-ASTOR HOTEL, NEW YORK CITY 
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There’s Increased Competition for Display Space 


The best advertising display ever created will not produce sales unless 
it is visible to customers in a retail store. And the increasing competi- 


tion for space puts a premium on displays which the merchant knows will do 
a real selling job. 


That is why the best creative talent the advertiser can find is needed 
to make sure that point-of-purchase material is both attractive and unusual, 
and possesses that elusive selling spark. The better the display, 
the job of getting space for it in the store. 

Some displays make their own space -=- by serving as bins or containers for 
the product itself, or by using space not otherwise employed. Mobiles, decals, 
Shelf talkers and other display material which does not require floor space 


help to get the advertiser's message across by making it easy for the merchant 
to utilize it. 


the easier 


With the pressure on Space in windows, on counters and shelves and else- 
where within the retail establishment, it is physically impossible for 
merchants to use all of the display material offered to them. Hence the job 
of getting good position for a display is tied inevitably to the basic task 
of selling the retailer an adequate stock and keeping him sold. The need and 
utility of displays rise in direct proportion to the merchant's investment. 

The Nielsen drug and grocery services call attention constantly to the 
large number of stores which are out of stock of Specific items, many of them 
in good demand, so that the sales department's most pressing assignment is to 
Stock the retailer and keep him supplied with adequate inventory to justify 
full use of display materials. 

The task is a lot easier if the product is not only in demand, and sup- 
ported by good advertising, but also has the great advantage of an outstand- 
ing display which will remind the customer of the new benefits of the product 
and urge immediate buying action. 


Point-of-purchase advertising is growing. Its most effective use depends 
on successful merchandising, which means getting the product in stock and 
giving the retailer full incentive for use of advertising displays. 


RES) 


G. D. Crain Jr. 
Publisher 
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IDEA NO. 128 


CT Se eee ee eee 
Double-Duty VICEROY Design 


BROWN & WILLIAMSON 
TOBACCO CORP., of Louisville, 
enthusiastically adopted a “‘dollar- 
stretching’’ idea Srediened for 
VICEROY cigarettes by J. A. 
WUEST of STROBRIDGE 
LITHOGRAPHING CO., Cin- 
cinnati. He took a proof of a part 
of a Viceroy display . .. mounted it 
on KLEEN-STIK .. . and came 
up with this attractive point-of- 
purchase piece. Colorfully printed 
on K-S Kromekote, the new die-cut 
piece goes up with an easy peel-an’- 
press on walls, windows, counters 


anywhere! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Ours] 


P.O.P. ideas 


Featuring the World's Most 


Versatile Self-Sticking Adhesive! 


IDEA NO, 129 


3-D Works Good for HOOD 


For new CORONET de luxe ice 
cream, H. P. HOOD & SONS, 
Boston, wanted a P.O.P. display 
with both prestige and punch. Ad 
Mgr. PAUL EATON and assistant 
DICK PAPEN worked out this 
excellent solution with DICK 
SMITH of the KENYON & 
ECKHARDT agency. Printed in 
red, purple, and gold, it’s cleverly 
die-cut to fold into a 3-D package 
replica. Naturally, self-stickin’ 
KLEEN-STIK Strips provide 
e-a-s-y posting . . . stick tight on 
any smooth, hard surface. Top- 
notch production by BUCK 
PRINTING CO., Boston, thru 
sales rep HENRY SMITH (no re- 


lation! ). 


Like to see more business-build- 
ing ideas? Contact your regular 
printer, lithographer, or silk 
screen printer. ..or write for free 
booklet. “LOL Stik Triks with 
KLEEN-STIK”. 


S- SS“ S"M S"M S"M S*H S*H SH S"M S"H S"H SH S"H S-% S“H SH 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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This report from our Paris correspondent describes one of 
the world’s most fantastic promotion media. 


Maurice BENSOUSSAN 


What's in the Future for Point-of-Purchase? ............ 


The changing patterns of distribution are forcing the users 
of p.o.p. material to alter their thinking. Les GALLAGHER 


The AR Album of Point-of-Purchase Displays ...... 


A selection of some of today’s outstanding designs. 


® A Guide to Direct Mail 


Se eco eoeu eevee svaceee08 649 6 es 


The fourth in the “Best of AR” series, this covers the basic 
elements of the universal advertising medium. 


Little — but Effective 


eC? OB GOSCSPOSseeoeeoePEeGCen Ceeepaseoees ows 


The story of “Telebriefs,” the bill stuffer external of the 
Illinois Bell Telephone Co., tells how it achieves reader- 
ship in a small package. 


ee ee 


A visit behind the scenes to Kimberly-Clark’s Sales Pro- 
motion Center, a remarkable example of sound planning 
and original thinking. Rosert B. Konrkow 


ee Sy Or NS oii cde ede eee eee en 


A round-up of the recent technical advances in letterpress 
printing which are opening new vistas to printing buyers. 


How to Merchandise ROP Color ........... 


The director of advertising for Wilson & Co. tells how this 
leading meat packer gets maximum value from its pro- 
motion. Mark Cox 


Inserts Gain 3-D Impact through Embossing ............ 


How Bristol Laboratories developed new production tech- 
niques to increase the effectiveness of its advertising. 


Tep SANCHAGRIN 


8 The Basic Premiums 


oC CECH CE CO 6686 6 CO € 2 @ CG oO Sb 


A veteran premium executive looks at 50 years of premi- 
ums and selects those that have maintained a steady rec- 
ord of effectiveness. JouHn M. Davipson 
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See a 
Filmotype 


Photo Lettering 


Demonstration 


tts an education! 





OF CONTENTS 


How Norge Automated a Sales Contest ............... 86 
Setting sales quotas, as well as keeping score, was simpli- 
fied by use of IBM accounting equipment. JAMES RUFF 

Se SD bck dr eee eeeeen ene esau, 89 


A leading art director bemoans the disappearance of the 
creative, independent advertising artist. Epw1n H. WuitTeE 
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A look at an interesting technique that combines cartoons 
with product photos. WILLIAM B. BLANKENBURG 
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The printed tape has become a promotional, as well as a 


we learned how savings, 
packaging device, as these examples illustrate. 


finest quality lettering 
and simplicity of 
operation go 
Recording television programs on magnetic tape has hand in hand. 

opened up new possibilities to the advertising man. . " 


Tom HERBERT < sf = 3 8: 


Using Handlettered Letterheads ................+... 105 


Distinction is easy to achieve in letterhead design with fine 
calligraphy, as witness these dozen examples. 


How Agencies Use Video Tape ..............+2e2+24.- 101 


Seeing is believing . . . at least 
where the Filmotype Photo 
ROBERT FOSTER l ellering Machine is concerned 
It’s an education, as well as 
unusual fun, to see the speed, 
Willys’ Weekend Film sho: Sata aac Rees Te 113 ease of operation, sharpness of 
: . each word produced. 
Here’s how a promotional film was made over a weekend, Alphabet style selection, we 
with only a prototype model to work with. discovered, is literally 
J. Murray Powers unlimited, too! And since we 
had the Filmotype man collared 


Sweeeoeeaweueneeec ee 68 


W@W Reference articles for your Adman’s Handbook 





right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
DEPARTMENTS REGULAR FEATURES a money-maker and 
, money-saver we rely on. 
Art & Photography 89 Books tor Admen 18 A Filmotype demonstration 
Audio & Visual Aia: 113 Buyer s Guide ana Aa in your office is sure to prove 
Direct Advertising 5 vertisers’ Index 118 extremely worthwhile, too 
Layout & Typography 105 Coming Conventions 25 a rite today, no obligation, 
. “1 ° e.e ) ourse. 
Packaging & Labeling .... 98 Competitions to Enter 24 an a a 
Paper 67 The Editor's Notebook 6 - aa 75° McCormick Blvd., Skokie, Ill, | 
Photoenaraving & P| ate How | So ved lt 16 | YES, we would like to see how the | 
nal; 67 | + Bet an 14 3 a. Filmotype machine automatically pro- j 
MAKING vu eTwee Vs \ duces quality lettering. Contact me for 
Premiums, Prizes & Spe Promotion Almanac pA | | = a I ilmotype demonstration in ourown § 
. . ! ; ottice coal 
cialties 81 Readers Write 12 press Dept. AR | 
Printing & Binding 67 AR Reprint: 24 & Nome—________— 
Radio & TV Production _.101 | eS Firm ___ 
Shows & Exhibits él mmm Address \ 
Signs & Identification — ' 
: : | les cj Zone___ State. \ 
Material 31 le nee 
Window & Store Displays 31 
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NAZ-DAR 
J-D SERIES 


ULTRA FAST-DRY 


SILK SCREEN INK 


Preferred by the nation’s lead- 
ing screen process printers to 
satisfy your requirements on 
Point-of-Purchase jobs! 


The silk screen printing industry with all its new 
high-production presses and jet-drying equipment, 
still relies mainly on the “different” and quality 
look of screen process printing to increase its share 
of the over-all market. 


NAZ-DAR is proud to contribute to this expan- 
sion with products such as NAZ-DAR J-D Series 
Ultra Fast-Dry Finish Screen Process Ink. 


Although this unusual ink has undoubtedly been 
used on your point-of-purchase pieces, its advan- 
tages are important enough to merit your personal 
consideration. 


First, J-D Series Colors are frequently used by 
your processor in connection with his jet-drying 
unit. Results are big runs delivered days earlier with 
every color crisp, vivid and sharply defined. 


Because of their inherent stability, J-D Series 
Colors enable you, should the occasion arise, to 
order reruns of banners, posters, displays, etc., and 
be certain the colors on the rerun match the original 
perfectly. 


If your campaign requires a storage period during 
which the point-of-purchase pieces must be stacked 
for later drop-shipment, etc., J-D Series Colors will 
not offset, and they maintain their freshness 
indefinitely. 


In the field of visual impact, J-D Colors speak for 
themselves; loudly and in brilliantly clear “tones.” 


Product of the industry’s largest ink laboratory 
and quality controlled manufacturing system, J-D 
Colors are checked for purity and brilliance. Singly, 
or in contrasting color schemes they deliver trip- 
hammer impact! 


Why not take advantage of the way NAZ-DAR 
J-D Series Ultra Fast-Dry Flat Finish Ink helps your 
screen processor contribute greater sales appeal to 
your product. Specify it by name on your next order 
for P-O-P material; you'll be pleased with the 
results. 


Write today for two J-D Series and two 
7500 Series Fast-Dry Gloss Finish Ink 
Color Cards. Keep one of each at your 
desk and send the others to your silk 
screen printer. 

You'll have a handy color reference 


guide. 


Consult your silk screen printer 
for helpful P-O-P suggestions. 


The NAZ-DAR Company 
461 Milwaukee Ave. Chicago 10, IMinois 
6 * 
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Lessons for all... 


Disneyland offers 
postgraduate study 
center for admen 


We're just back from a return 
visit to Disneyland and are con- 
vinced even more than before that 
it is an excellent postgraduate 
study center for admen. 

Any “student” of promotion 
could spend weeks just observing 
the “little things” that surround 
every visitor to Walt Disney’s Cal- 
ifornia tourist mecca. The careful 
attention to details—no matter how 
small—is one of the most important 
factors in the success of Disney- 
land, 

While there are others who have 
the primary responsibility of keep- 
ing Disneyland operating from day 
to day, Walt Disney can frequently 
be seen, particularly on weekends, 
strolling from feature to feature 
throughout the park. The net re- 
sult is a never-ending series of 
Disney-inspired changes—more 
often than not just “little things” 
here and there. 

For showman Disney, the park 
offers a creative outlet which he has 
not found in most of his many en- 
terprises. With movies and cartoons, 
there is a point where it is neces- 
sary—for reasons of time and/or 
economy—to call a halt to any 
changes. But with Disneyland, time 
presents no handicap and the eco- 
nomics of the situation actually call 
for some changes to give the park 
new appeal to repeat visitors. 

But most of the changes are not 
designed to provide a new face 
for Disneyland. Instead, they're the 
handiwork of a creative man who 
wants everything to be “just right” 

and we're convinced that Mr. 


Display typefaces in this issue 


27—Bodoni Bold Italic; 31 


Disney is the constant victor in this 


“battle.” 


> To 
things 
land: 


are at least three 
distinguish Disney- 


there 
which 


us, 


© The complete’ integration of 
everything to a central theme. For 
example, even the waste containers 
and drinking fountains have been 
designed to harmonize with their 
surroundings in each of the park’s 
areas of interest—Adventureland, 
Frontierland, Tomorrowland, Fan- 
tasyland and the _ old-fashioned 
“Main Street.” 


e The cleanliness of the place. Even 
with the thousands of daily visitors, 
Disneyland always looks as if it 
has just enjoyed a complete bath 
and face-lifting. 


@ The lack of obvious huckstering 
and regimentation. Even though 
most people consider Disneyland 
primarily an amusement park, 
there are no carnival barkers, no 
verbal pushing and pulling for your 
attention. You set your own pace, 
go your own way... and yet you 
suddenly realize that you have fol- 
lowed invisible paths carefully de- 
signed by the people who dreamed 
up the place. 


> What has all of this to do with 
Disneyland as a postgraduate study 
center for admen? Each of the 
points, we feel, deserves careful 
study. For example, the integration 
of all elements to a central theme 
can pay off in many a _ promotion 
program. When you're in Frontier- 
land, you are completely = sur- 
rounded by the atmosphere of the 
American West of a hundred years 
ago. There is nothing out of char- 
acter to destroy the illusion. Haven't 
you had a promotion package where 
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FOR BETTER DISPLAY MERCHANDISING 


at 


A.M. DEECO measures up to big 
assignments because his organization 
is geared for big responsibilities. His 
is a complete display service... 

from design to delivery. 

From this one integrated source you 
can get the best in permanent displays, 
created and engineered to meet your 
selling requirements, and coordinated 
with your selling program. 

Size up A. M. Deeco now... 


ADVERTISING METAL 
& — DISPLAY CO 


DESIGNERS AND BUILDERS OF MERCHANDISING UNITS 


CHICAGO 50 + 4624 W. Nineteenth Street /Blshop 2-1242 
NEW YORK 10 © 2 East 23rd Street/Algonquin 4-1295 


SEE A.M. DEECO + BOOTHS 27-28-29 » POPAI SYMPOSIUM 


Here’s 
how well A.M.Deeco 
MEASURES UP: 


¢ Display Specialist 

¢ 35 Years’ Experience 

¢ Designs for Selling 

¢ Knows Display Objectives 
e Versatile Engineering 

¢ Quality Construction 

e Quantity Production 

e Any Size Display 

e Integrated Facilities 

e Represented Nationally 


REVOLVING DISPLAYS 


MARTIN, TREND CoLors 
TTT ick land 


REGISTER DISPLAYS 


5 smcron 


MARTIN-SENOUR COLOROBOT 
COLOR CENTER 
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get MILES 
ahead of 
competition 

by displaying your 
package here 


as well as here 


ro 
QS 


y Detwale 


ICE CREAM 


MULHOLLAND - HARPER 
TRUCK SIGNS give you ex- 
cellent package identification 
from shipping platform to 
dealers. Baked-Enamel-On- 
Aluminum Signs reproduce 
your package exactly, as large 
as you wish, with bright, 
sparkling colors. No rust, no 
chipping; lightweight, too! 
MULHOLLAND - HARPER 
DEALER SIGNS give you an 
opportunity to identify your 
package where it’s sold. Color- 
ful, attractive designs; rust- 
proof aluminum construction 
assures long life. Mulholland- 
Harper makes plastic, metal 
and Scotchlite signs of every 
type for every purpose, for 
local and national advertisers. 


Write for free folders on 
signs made to your order by: 


MULHOLLAND - HARPER 
COMPANY 


Half a Century of Sign Design 
and Manufacturing 


5808 Tacony Street 
PHILADELPHIA 24, PENNA. 
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Tomorrowland 
One of Disneyland’s 
‘classrooms’ for 
postgraduate study 
in effective promotion 


techniques 


you wished every prospect would 
completely engulf himself with the 
buying atmosphere you're trying to 
establish? 

Cleanliness? The careful attention 
to this detail provides an excellent 
example of keeping alert to the 
interests of your customers and 
prospects. 

And a lack of huckstering is cer- 
tainly a desirable trait for promo- 
tion—particularly when, without it, 
you can accomplish your business 
objectives. 


> This brings up an_ interesting 
point. We’ve heard frequent reports 
that Disneyland has failed to live 
up to the expectations of its found- 
ers. We checked up on that point, 
using the article AR published in 
its January 1956 issue as a guide. 
This article, written just a few 
months after the park opened, de- 
scribed the promotion job used to 
draw visitors to the then new at- 
traction, and listed some of the 
standards which had been estab- 
lished as benchmarks to determine 
success. 

The original plans, for example, 
were based on an estimated $10 
million annual gross. Last year, the 
books showed an income of almost 
$11 million, and the figure is con- 
stantly climbing. 

A five-year projection of annual 
attendance called for five million 
visitors by 1960. It looks as if Dis- 
neyland will come close to this 
goal this year—two years ahead of 
schedule. The first year saw almost 
four million visitors clocked at the 
turnstiles; then an increase of an- 
other half-million last year. 


Any way you look at it, the story 
spells success. 


> Other interesting statistics: care- 
ful research has indicated that it 
takes 22 hours for the average vis- 
itor to “cover” the entire park and 
visit every attraction. Average time 
per visit now is 5% hours. 

The average visitor contributed 
$2.61 to the Disneyland coffers last 
year, up 33c from the previous 
year. (These figures exclude mer- 
chandise, food and beverages pur- 
chased in the park.) 

Another interesting piece of in- 
formation is that Disneyland draws 
four adults for every child. We can 
understand why. We’re planning to 
go back again at the first oppor- 
tunity for another “postgraduate 
course.” 


> We usually leave the book re- 
views entirely to our “Books for 
Admen” column, but there’s one 
volume reviewed there this month 
that deserves special attention. It’s 
Edward J. Hegarty’s “How to Run 
Better Meetings,” published by Mc- 
Graw-Hill at $4.95. 

This book is a must for anyone 
who has been trapped into the job 
of president and/or program chair- 
man of any organization which 
holds meetings. In particular, we'd 
like to endorse the chapter en- 
titled “How to Handle the Guest 
Speaker.” 

It's amazing to us what a poor 
job is done by the average program 
chairman when it comes to his han- 
dling of the speaker. We find our- 
selves on a podium saying a few 
hundred words to several dozen 
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Penn/Brite Offset 


controlled moisture content aids 
precise register in color printing 


Fine color lithography calls for properly moisturized 
paper. Otherwise it takes on moisture —and expands — 
with each run through the press; or loses moisture — and 
shrinks — as it stands in the pressroom. Either way, you 
are in trouble. 


To prevent all this New York and Penn gives Penn / Brite 
Offset a “just right for the press” moisture content on its 
papermaking machines — and then keeps it there by sheet- 
ing, trimming, and packing it double-wrapped, in a humid- 
ified finishing room. You get it clean and white, just right 
for color work. 


anda 


if you can trust a paper for your most expensive 
color jobs, you can trust it for anything — provided it’s 
priced right. Penn/ Brite is. 


Periodically New York and 
Penn uses this Printer’s 
Moisture Indicator, or 
“sword”, in double - check- 
ing the moisture content of 
Penn/Brite Offset —to be 
sure it will lie flat on your 
press, free of waves, curls 
or tight edges 


TTL icel ite Mute ota 
and other features, Penn/Brite Offset is 
actually priced to bring you savings. For 
details, .we would be pleased to send 
you a swatch book and the name of 
the Penn/Brite merchant nearest you. 


Lithographed on Penn/Brite Offset, 100# smooth finish. 


Write New York & Pennsylvania Co. 
425 Park Ave., New York 22, N. Y. 


New York and Penn 


Cover photo by Ben Somoroff. Printer’s 
Moisture Indicator by Cambridge 
Instrument Co., Inc., New York. 


Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Papers: Eggshell * English Finish * English Finish Litho * Super * Clarion Papers: Duplicator * Mimeograph * Bond * Tablet 





groups each year. To say it’s al- 
ways a pleasure would be a down- 
right lie. 

Advertising clubs, in particular, 
are far too frequently guilty of 
falling down on speaker relations. 
Much too often, we find ourselves 
having to call the program chair- 
man of some club a day before the 
meeting to find out such elementary 
facts as where and when the meet- 
ing at which we are to speak is to 
be held. 

There are clubs which do an ex- 
cellent job of speaker relations, but 
they are in the minority. A few 
minutes with Mr. Hegarty’s book 
is an excellent investment for any 
club officer, or for one who may 
become one in the future. 


> Interesting promotion piece sent 
us by Stein Printing Co., Atlanta. 
The company’s salesmen delivered 
a clever valentine to their cus- 
tomers’ secretaries, receptionists, 
and switchboard operators. 

The valentine consisted of a red 
and white die-cut heart, printed in 
gold, with a small gold box mounted 
within a second die-cut heart open- 
ing on the cover. Inside the box 
was a pocket-size metal telephone 
index. A nice, subtle touch was in- 
side the index. Push the “S” button 
and there was the company’s name 
and phone number—the only entry 
in the index. 

As Beverly Stein, who sent us a 
sample, pointed out, “The entry 
on the inside under ‘S’ is for de- 
layed reaction, since it probably 
won't be seen until a later date.” 


> If you want to have fun some day, 
just sit down with the latest cata- 
log of a mailing list supplier. It’s 
amazing the number of lists you'll 
find available. We've just been 
going through Fritz S. Hofheimer’s 
latest catalog and here are a few of 
the typical entries: 

For $6.50, you can get a list of 
10 “robot brains makers” or the 
name of a single “brains rental 
service’ or a “psychologist builder” 
for $5 each. 

Then there was a listing for 3,100 
“rabbis,” immediately followed by 
1,474 “race horse stud farms.” In- 
terestingly enough, you can get 
the rabbis for $26.50 per thousand, 
while itll cost another dollar per 
thousand for the stud farms. You 
may draw your own moral. 

If you’re interested in all types 
of farming, you can spend another 
$5 to get the address of one “lion 
(live) farm.” It'll still cost you only 
$5 for the addresses of six “flying 
saucer (toy) manufacturers.” 

This all adds up to one point: no 
matter what business you're in to- 


GRACEmeTAL sions 


| ...ane the chotce of Local & Yational Advertisers 


ROADSIDE and 


POINT -OF -PURCHASE 
PLAIN OR 


| **SCOTCHLITED’ | ruck 


STATION 
ANY SIZE IN COLORFUL, 


ATTRACTIVE DESIGNS 
Metal Signs that SELL for 
you night and day! Any size 
or style for a wide variety 
of applications. We'll design 
your sign if you want. Of 
steel or aluminum, plain 
or ‘SCOTCHLITED’. 


SILK SCREEN PROCESSED 


Silk screened for beautiful 
display of your trade name, 
trade mark, or copy. 


SEND US YOUR INQUIRY... 
FREE CATALOG IN COLOP GRACE SIGN & MEG. CO. 


3601 S. 2ND STREET - ST. LOUIS 18, MO. 


‘How can I improve the 
quality of my advertising?” one ob- 
vious answer should always be con- 

Z sidered. Plan, appeal, copy are all 
important... but physical improve- 
ment may be possible by using finer 
engravings to assure finer magazine 
reproduction. 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, CHICAGO 6, 


Pranicat Jintat Phetetag hain Plant 


LETTERPRESS GRAVURE 
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Save up to 25% 


on your fine papers 


Look. Compare. Then use your own judgement. See how Hawthorne's 
fine quality — plus the savings of direct-mill buying can serve you. 
Choose higher quality Hawthorne papers for the price lower grades 
now cost you. Or buy Hawthorne papers in the grades you're now 
using and benefit from the dramatically lower cost. 


Write for a sample kit and the new Hawthorne direct-mill price 


and stock list today... or ask for prices on your manufacturing and 
private watermark orders. 


"A carton ora carload... 


direct to you from Kalamazoo” 


Hawthorne lines include the following H AW T H oO R N E 


cotton content and sulphite papers: 


BONDS * LEDGERS * INDEX Le PAPER SALES CO. 
BRISTOLS * COVER STOCKS — KALAMAZOO, MICH. 


DUPLICATOR ¢ MIMEOGRAPH o/s ) 
. @) . . 
EMBOSSED ¢ HIGH WET-STRENGTH vo Sales subsidia ry of 
OFFSET ¢ and TEXT PAPERS Hawthorne Paper Co. 


Manufacturers of Quality Fine Papers since 1911 
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day, some list house has an already 
developed list of prospects—and 
chances are that it has been care- 
fully narrowed down to a very fine 
degree. Anyone trying to reach 55 
water divers? They're there, too. 


> Lightning strikes twice division . . 
The idea of giving away shiny red 
apples occurred to two exhibitors at 
this winter’s Natl. Assn. of Home 
Builders show. I-XL Furniture Co. 
tied in the edible keepsakes with a 
new line of kitchen cabinets by 
packaging each apple in a cello- 
phane bag, on which was printed 
this slogan: “The apple of the build- 
er’s eye — the new fruitwood kitch- 
en by i-xl.” 

The other apple donor was Russ- 
win doorware, which just piled its 
apples in a bowl around its booth. A 
pile of napkins gave each exhibitor 
something to wrap the core in, and 
a message from the sponsor. A 
comely woman holding a key was 
the eye-catcher, along with a slo- 
gan. Guess what it was? “The apple 
of her eye . . . Russwin doorware.” 

Whether by design or chance, one 
was assigned space in the Sherman, 
the other in the Conrad Hilton, 
Chicago. 


> The folks with the Welfare Fed- 
eration of Cleveland deserve a great 
big pat on the back for a project 
they completed a few weeks ago. 
It's an attractive 12-page booklet 
called “Cleveland Careers in Ad- 
vertising’—one of the best guides 
to a career in advertising ever pro- 
duced. 

The booklet is being distributed 
to Cleveland colleges, high schools, 
libraries and vocational guidance 
agencies by the welfare federation’s 
occupational planning committee. 

The guide gives up-to-date in- 
formation on employment and 
training opportunities in the Cleve- 
land area and lists personal qual- 
ifications, education and experience 
necessary for success in the field. 

The guide was printed by the 
Cleveland Advertising Club and 
the Women’s Advertising Club of 
Cleveland, who received the coop- 
eration of the local NIAA, AAAA 
and t. f. club groups. Those who 
would like to see a copy can get one 
for 25c from the Occupational Plan- 
ning Committee, 1001 Huron Road, 
Cleveland 15. 


» And have you seen one of those 
matchbooks from a New York art 
studio? They carry the slogan, 
“Help stamp out photography!” 4¢ 





. 
Write for this beautiful 
duotone scenic mural 
40”x60”) printed on paper 


suitable for mounting. 
One only, please. 


a 


Who says you can't afford 
big, BIG, colorful illustrations 


Ceven though your quantity is small) ?* 


The unique Black Box Collotype method 
can be your answer. But, don't take our 


word for it. Write for proof, today! 


AVenue 3-0262 
BLACK BOX COLLOTYPE STUDIOS, Inc. 


4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati Dallas Detroit Kalamazoo Los Angeles ease send me the FREE mural 
Plaza 1-4218 WHitehall 3-7573 WOodward 5-7030 Fireside 5-0131 AXminster 2-4243 


Milwaukee Minneapolis Oswego, Ore. 
BRoadway 2-4775 ROckwell 9-7789 FEderal 6-6878 NEptune 6-3327 


Roanoke, Va. St. Louis 
Diamond 4-3950 OLive 2-0202 


For Displays « Posters « Translites « Ad Blowups e Presentations 


April 





PRINT DECORATED 


Protective Papers 
offer the 
cheapest advertising 
space you can buy! 


Don't miss the best buy in 
advertising by overlooking the 
free space your package- 
wrapped products offer. Thilco 
functional papers and bags 

not only furnish the protection 
you need but provide Print- 
Decorated sales and prestige 
building identification for 

only a few cents more than 
plain papers. 

CHOOSE ANY PAPER YOU 
WANT — Print Decorating can 
be applied to all Thilco 
protective papers and bags 

— Papers for waterproof 
protection, prevention of 
moisture-vapor transmission ‘ 
and grease or oil penetration, / 
special treatment papers and 

a host of others. 


ee 


Ti 


ee a 


: Te a 
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For just a few cents more — Westinghouse 
takes advantage of Print-Decorating for 
positive product identification, eye-appeal 
attraction, simplified inventory, unnecessary 
labeling — and gets a traveling advertise- 
ment that stays with the product from fac- 
tory to consumer! 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Borriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers 
Specialty Krafts and Bags 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO « DETROIT + CINCINNATI 
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READERS White f 


Not a Recession for All 


@ We are wondering if we could 
use your February editorial, “It’s 
Not a Recession for Everybody,” as 
part of a mailing to our clients and 
prospects. 

We, here at the agency, feel that 
it is an excellent piece by Mr. Crain, 
and the very thing we have been 
preaching to our clients the past 
year. 

RicHarD E. Bonsis 

Bonsib Ad. Agency, Fort Wayne, 

Ind. 


® Your thought-provoking editorial 
really hits a responsive note for us. 
This is something we’ve been trying 
to point out to our clients since the 
“down-turn” talk began. But you 
really put it in understandable 
language from the advertising man’s 
point-of-view. 

Would you allow us to reprint 
this editorial so that we may dis- 
tribute it to advertisers in the 
Quad-City area? 

Dick WALKER 

L. E. Chute Co., Davenport, lowa 


(Always glad to let the news get 
spread. Permission granted . . Ed.) 


Reply to a Constant Cry 


® With a constant cry from agencies 
seeking public funds for their sup- 
port, we made one of our few, and 
rare, magnanimous overtures. We 
offered free space, intermittently, on 
our junior poster system, if they 
would furnish paper, giving full de- 
tails, size, and even tentative cost. 
Only one agency responded. 
Various agency solicitors still call 
on us for funds, and we constantly 
remind them of our offer. They con- 
tinue to register surpise that their 
superiors have not availed them- 
selves of this offer. 
James A. Norris 
Dir. of Sales, Jr. Poster Dept., 
Outdoor Div., Acme Sign & Poster 
Co., Baton Rouge, La. 


Criticizes Solution 


@ May I make a slight criticism of 
Mr. William E. Duggan’s suggestion 
(“How I Solved It,” February AR) 
on enhancing brochures by flopping 
photographs already used. 


I note that Mr. Duggan, as a word 
of caution, mentions that you can 
usually make photos adaptable sim- 
ply by retouching lettering. What 
does he do about right-handed peo- 
ple who become left-handed, Amer- 
ican automobiles that suddenly be- 
come British with right-hand drive, 
shadows that fall at the wrong time 
of day, men’s and women’s coats 
that become buttoned on the wrong 
side, and wedding rings on the 
wrong hand? Let’s not even men- 
tion clocks that tell the wrong time, 
or hair parted on the wrong side, or 
facial characteristics that become 
confused. Ill probably think of ten 
more points to consider after this 
letter is mailed! 

Mind you, I admire Mr. Duggan’s 
originality, and perhaps at this date 
he has gotten away lucky, but let’s 
hope that he never lets one of these 
nightmares trip him up. 

Ra.pH S. BING 

Ralph Bing Co., Cleveland 


Exactly Great! 


® Brodie’s ad on page 32 of your 
February issue is very aptly headed 
with a quote from Edmund Burke, 
“It is the nature of all greatness not 
to be exact.” 
What city are they in? Hmm? 
JOHN ROSEN 
Advertising Reminders, Phoenix 


(The answer is self-evident—Chi- 
cago .. Ed.) 


Reprint Policy 


e Almost every month you publish 
a letter which requests permission 
to reproduce a cartoon — for one 
purpose or another. We would like 
to get on the bandwagon, too. Our 
idea is to reproduce several car- 
toons, which we would use as en- 
velope stuffers, etc. Must we have 
permission to reproduce each car- 
toon that is selected? 

How about a statement of general 
policy — from the editors of our 
most dog-eared publication? 

JOSEPH V. CLAWGES 

Atlantic Industrial Publications, 

Haddonfield, N. J. 


(Our general policy is simple. We 
welcome reprints of any of AR’s 
material on which we control the 








“Halttones are 
greatly enhanced 
by paper 
containing 
CALCOFLUOR*” 


—says Mr. PETER BERTOLINO, Artist 
Aerosciences Laboratory 
Missile & Ordnance Systems Dept. 
General Electric Company 











‘“‘We had the problem of finding a brilliant 
white paper that would do justice to this new 
booklet on our Aerosciences Laboratory. 
The printer of the brochure recommended a 
CaALCOFLUOR-treated paper. | am certainly 
pleased with the clean, crisp look of it. The 
halftones, in particular, are greatly enhanced 
by this whiter paper.”’ 


Like Mr. Bertolino, more and more artists 
and others who specify and buy papers are 
discovering the new life and sparkle that 
CALCOFLUOR puts into booklets, catalogs, 
packaging and paper products. 


This fluorescent dye gives papers a 
BRILLIANT, VISIBLE difference in whiteness 
...a difference you can see for yourself... 
a difference that adds immeasurably to the 
appeal and attractiveness of any job. 


Ask your printer or paper jobber to show you 
samples...or write to American Cyanamid 
Company. 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 

Bound Brook, New Jersey 

New York + Chicago + Boston + Philadelphia 

Charlotte - Providence - Atlanta - Los Angeles 

Portland, Oregon 

Cyanamid of Canada Limited 

Dyes Department - Montreal and 


CALCOFL 


Toronto 


UOR 
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Your Checklist 
for Sales.. 
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Take advantage of all marketing 
essentials and your program 
becomes more effective than ever 
before. One essential often over- 
looked is the loose-leaf system of 
cataloging as perfected by Heinn. 
With Heinn Loose-Leaf Binders 
and Colorific Indexes, your sales- 
men and customers have quick 
access to current facts about 
products, prices and sales policies. 
Orders come faster and your sales- 
men make more calls per day. Your 
total sales volume rises. 


Hundreds of America’s leading 
manufacturers and wholesalers 
keep placing repeat orders for 
Heinn Loose-Leaf Binders. They 
know the value of Heinn products 
to their own marketing operations. 
And they accept no substitutes. 

Why should you? 

Clip and mail this coupon: 


THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis. 
We ore listing quantities of items on which we'd like complete information 


Salesmen's 


Catalog Binders 
Dealer Catalog Binders (CD Send ‘‘Facts at Your Finger- 
tips Heinn's new booklet 


Manual Covers for the catalog planner 


(Soles, Service, Parts) 
Price Books = 


(1 Have your 


representotive call 
Colorific Indexes 
Nome 
Firm 
Address 
City 
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copyright —- and there’s the rub! 
Some of the things we publish have 
been copyrighted by others, and we 
have no authority to grant reprint 
rights. So we must ask readers to 
obtain specific permission each time, 
although it does mean more letter- 
writing for you, and for us, too! ... 


Ed.) 


Too Much Waste in P.O.P. 


e Although it is not listed as being 
available, we are very much inter- 
ested in obtaining some reprints of 
the article “Twelve Ways to Save 
Money on Your P.O.P.” (AR, No- 
vember). 

You are to be congratulated for 
getting this story before advertis- 
ers. The amount of point-of-sale 
material that is thrown away be- 
cause it was poorly planned by in- 
competent suppliers represents a 
tremendous waste of advertiser’s 
funds. All competent producers de- 
plore this waste, which inflates the 
cost of point-of-sale programs in 
terms of their effectiveness. 

Ricuarp H. Dickson Jr. 

Indiana Wire & Specialty Co., 

Indianapolis 


The Word on Perforation 


e I am heartily in accord with full 
perforation of “how to’s” and other 
articles of broad interest, in both 
AR and IM. By the time I get 
through with my trusty razor, 
cross-referencing many of your 
“meaty” articles, about all that’s left 
are the two covers. 

Your Best of AR series sounds 
very promising and I shall look for- 
ward to it. 

Britt GOTTLIEB 

Kew Gardens Hills, N.Y. 


(We are still investigating the pos- 
sibility of full perforation for AR, 
but we still have some production 
bugs to iron out... . Ed.) 


‘Reel’ Appreciation 


e As public relations counsel for 
the Fifth Annual Screen Cartoonist 
Guild Film Festival, may I express 
my sincere appreciation for your 
article “The Best in Animation” in 
AR, December 1957. 

I thought you would like to know 
that we’ve already had six requests 
to show our Festival reel due to the 
article. 

GeEorGE W. WooLery 

PR Director, Playhouse Pictures, 

Hollywood 


WANTE 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Letter from USSR? 


e Will you advise us how to ar- 
range to have letters sent to the 
United States from foreign lands 
written in the language of that 
country, such as Chinese, Japanese, 
Russian, etc.? Is there an agency 
that has this service available? 
PAUL FLACKS 
Gen. Mgr., Arcade Buildings Inc., 
Dayton 


Indexing Publications 


e Often a department head has 
need of immediate reference, either 
to a specific article or to an ad ap- 
pearing in one or another publica- 
tion. Our present chronological 
filing of publications does not suffice 
to serve this specific need. 

Is it possible to effectuate a cross- 
index system which would enable 
us to solve this problem, other than 
by clipping each publication for po- 
tential reference material as we re- 
ceive the issues? 

Perhaps one of your agency sub- 
scribers has been faced with a sim- 
ilar problem and has found a solu- 
tion. 

RussELL V. Bonp 
Asst., Houston 
Agency, Houston, 


Administrative 
Advertising 
Tex. 


Diamond Jubilee 


® Nineteen hundred fifty-eight will 
be our 75th year and we are plan- 
ning a diamond jubilee program of 
advertising, promotion and _ public 
relations. 

If you have any editorial material 





that will be helpful in the planning 
of the events for this celebration, 
will you be good enough to send 
same to me? 
BarBARA LALAND 
Director of Advertising, The War- | AERO MAYFLOWER TRANSIT CO., INC. 
ren Featherbone Co. and Alexis 
Inc., Three Oaks, Mich. Please send it to 


WHY," on shipping ex 


» INDIANAPOLIS, INDIANA 

ONS 
me—your booklet, “17 go00D REAS 
hibits by padded moving vans. 


Square Leads 


® It seems to me that some place I 
have seen drawing pencils with 
square lead instead of round. I have 
made quite an exhaustive survey 
and have been unable to locate such 
a product. I believe such a pencil 
would be ideal for indicating display 
type on layouts. 
EUGENE HALE 
Art Director, Campbell-Ewald Co., 
San Francisco 


Artwork Cabinets now get all the facts 
® Are partitioned cabinets, for stor- . sii 
ing artwork vertically, available on moving exhibits by van! 
from a furniture or cabinet manu- 
facturer? 

We find that large pieces are dif- 
ficult to locate and handle when 
stored in flat drawers. 

SALLY McCoy 
Eitel-McCullough Inc., San Bru- 
no, Cal. 


Stock Cut-Outs Here’s every true reason— 
17 of them—why it’s practical 
© We are interested in finding a and economical to select MAy- 
source of supply for pictorial cut- 

outs of display figures made of FLOWER to move your valuable 


cardboard very similar to the Santa product exhibits. You will want 
Claus figures used widely at Christ- it for your ready reference, as 
mas time. In particular, we would ’ . 


like a life-size figure of a sales girl. will every advertising or display manager and all major 


Everett S. Powers display designers. 
Powers Equipment Co., Hatboro, 


Pa. This new booklet provides all usable information you 
will require .; . covers every kind of service from door-to- 
door pickup and delivery to routing and scheduling of 
company displays. 


T ILL, In fact, once you read it, you'll wonder why you haven't 


LEOPOLD L. taken advantage of your local Mayflower agent's experience 
WURLIMANIZINSK1 before! Send for your copy now... and begin to plan ahead. 


You can always call your local Mayflower agent! 


uy 


AERO MAYFLOWER TRANSIT COMPANY, INC. « INDIANAPOLIS, INDIANA 


| Be __ (your NAME HEpe) 


Mayfiowerg 


WORLD-WIDE MOVERS 


Leo, here’s just the pencil you've 
been looking for. 
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NATIONAL 


SHEET 
PROTECTORS 


DUPONT’S 


MYLAR’ 


Here’s a transparent film so light- 
weight and thin it can accommodate 
up to 50% more material in a ring 
binder. It’s strong, durable and 
scratch-resistant and Mylar stays 
crystal-clear despite repeated han- 
dling. Unaffected by moisture, tem- 
perature, age. Your valuable sales 
presentations, reports, displays, 
photograph album sheets 
Mylar’s extra protection. 

+ 

Available in 2 thicknesses — .0015 
gauge for greater capacity and econ- 
omy, and .002 gauge for the ultimate 
in strength and transparency. 


*DuPont’s registered trade mark for 
its polyester film 


HisATIOVIZAL 
oe 


NATIONAL BLANK BOOK COMPANY 
Dept.104,Holyoke, Mass. 


Free Sample .. . Please send me sample 
sheet protector and literature. 


Name 
Company 


Street 
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{> 
y 

“ 
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SOLVED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Color Possibilities 
Pointed Out by Labels 


We achieved better merchandising 
appeal plus more effective shelf 
identification for a paint manufac- 
turer with specially-designed color 
labels. 

Now, when this manufacturer’s 
paint sits on a dealer’s shelf, each 
can has a label with the basic 
printed color being matched to the 
basic paint color after it has been 
combined with a mixer of four-parts 
white. 

Both printed colors are incorpor- 
ated in an illustration of a room 
painted with the actual paint, the 
border in solid color and the larger 
inside area in a softer pastel shade 
reached by combining the solid 
color with white (for instance, our 
soft pink mixed from our red and 
white). 

A color swatch arrangement, in 
addition to the room _ illustration, 
enables the purchaser to instantly 
visualize the actual color—as it ap- 
pears both mixed and unmixed with 
white—without referring to a color- 
chip chart. 

Rap S. BING 

Ralph Bing Co., Cleveland, O. 


Pre-Printed Ingenuity 
Saves Photographic Day 


A last-minute switch in photo- 
graphs ordered for an offset bro- 
chure, a tight deadline and even 
tighter budget caused us quite a 
problem since the combination 
pointed to a choice of overtime en- 
graving and printing costs, or a 
missed deadline and an unhappy 
client. 

However, the fortunate fact that 
all of the newly ordered photo- 
graphs had been reproduced else- 
where in black-and-white in 133- 
line halftone screen encouraged us 


to travel the hopeful path of in- 
genuity. 

We cut out all of the pre-printed 
photographs we needed for the bro- 
chure, pasted them into places in- 
tended for the rejected photographs, 
and shot each flat for line plates. 

The halftone dots on the photos 
which were fortunately of the right 
size, reprinted perfectly and would 
be difficult to tell from specially- 
ordered halftone photographs. 

Since then, we have saved pro- 
duction costs when a photograph is 
to be used in more than one printed 
piece by ordering only one halftone 
and not bothering with stripping-in 
charges by using the same halftone 
over. We just shoot the printed 
photograph along with all of the 
other line art and type for offset- 
produced flyers and brochures. 

Burt KAUFMAN 

Creative Director, Adworkers’ As- 

sociates, Brookline, Mass. 


Lithography Lends Aid 
In Personalized Papers 


When we were faced with the 
problem of printing 49 promotion 
“newspapers” — each one to be 
personalized with the name of a 
different representative — we could 
not find a local letterpress printer 
with sufficient 120-point type in a 
suitable style for setting the name 
changes. 

After ruling out other possibilities 
because of high composition or han- 
dling costs, we tried switching to 
lithography. 

We handled this by first making 
the entire run leaving a blank space 
at the top for the top line. Then the 
name changes were set on Ludlow 
in 72-point. Repro proofs were used 
to shoot photo negatives to the 
proper size, and these were used by 
the lithographer in making plates 
for the top line. 





FOR SUPERB COLOR DETAIL...SPECIFY THE STANDARD OF EXCELLENCE 


The beautiful collectors’ items illustrated in Antiques 


retain all their delicate detail on C\CO Coated Papers. 


CHAMPION-INTERNATIONAL CO. 
Yy I, VL 1 ae 11; 


COATED PAPERS MANUFACTURERS OF QUALITY COATED PAPERS 


Cc AM 





These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 


Stanford Paper Company 
3001 V Street, N.E 
Washington 18, D.C 
LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


Stanford Paper Company 
1220 Key Highway 
Baltimore 30, Maryland 
LExington 9-5830 


MASSACHUSETTS 
Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-220( 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-500( 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-387( 

Donald Wyman, Inc 

683 Atlantic Avenue 


Boston, Massachusetts 
HAncock 6-6282 


Whitney-Anderson Paper Co., Inc. 
32 Worthington Street 

springfield, Massachusetts 

REpublic 3-3196 


MICHIGAN 
Chope-Stevens Paper Company 


240 Chene Street 
Detroit 7, Michigan 
LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Company, Inc 


461 Central Avenue 
Newark 7, New Jersey 
HUmboldt 2-5600 


J B Card & Paper Company 
560 Belmont Avenue 


Newark 8, New Jersey 
Bigelow 2-8200 


NEW YORK CITY 
Bulkley Dunton & Company, Inc 


295 Madison Avenue 
New York 17, New York 
MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


Crestwood Paper Company, Inc. 
263 Ninth Avenue 

New York 1, New York 

ALgonquin 5-5522 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 

WAtkins 9-6721 


Perkins - Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-490( 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 


Atlantic Paper Company 
Lehigh Avenue at 3rd Street 
Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 


John Carter & Company, Inc 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

BUrlington 2-0035 


EXPORT 


Elof Hansson, Inc 


, 711 Third Avenue, New York 17, New York, MUrray Hill 7-1177 


coated paper 


specify 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 
Cico-Print 
Cico-Fold 


Cico-Offset 
Cico-Graph 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


AccuRiay 


(, HAMPION-! NTERNATIONAL GO. 
J ie. : entice 


TRERS OF OVALITY C 


MANUFAC T 


OATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 





== G-E FREEZER TIMES === 


Further reductions were obtained 
by shooting two names on each 
plate, and then reducing the pack- 
ing under one while printing, so 
only one transferred ink. Then the 
other half of the same plate was 
used, by shifting packing, for the 
second name. This enabled us to 
handle the whole list with only 25 
plates. 

WIiLL1AM J. DAWSON 

Staples Advertising Inc., Louis- 

ville, Ky. 


Novel Gift Costs Little 
More Than Labor of Love 


Here is how we created a novel 
set of personal gifts for the distribu- 
tor of one of our products at very 
little cost. 

We took a reproduction of his 
logo, had it statted down to the 
size of a 25c piece. We then ordered 
four zinc-line engravings making 
sure to have them “flopped” so the 
engravings could be read. This cost 
us about $3. 

The next step was to have a staff 
member, whose hobby was jewelry- 
making, file and buff the engrav- 
ings. Total payment for this was our 
gratitude. 

A small job metal plating shop 
put a heavy silver plating on the 
engravings at a charge of $1. 

Our jewelry-maker, offering his 
services once more as a labor of 
love, filled in the interstices in the 
plated engravings with “Dek-All” 
colors, then cemented the finished 
product to cuff-link devices. 

The result was two attractive sets 
of made-to-order cuff-links that 
looked far more expensive than they 
actually were. 

The same procedure can be used 
for desk ornaments since engravers’ 
zine, if buffed, copper-plated and 
then nickel-plated, will take an ex- 
cellent chrome plate if desired. 

A word of caution, however: be 
sure you give the engraver instruc- 
tions to “flop” and have the en- 
gravings delivered unmounted. 

H. L. MAYHEW JR. 

Cleveland 





Point-of-Purchase Cash Register Display Rack 


. protect and display 
and boy, how they sell! 
They will pay their way 
so consider them well! 


American Art Works’ Point-of-Purchase Dis- 
plays with your advertising message in original 
design and ‘color, offer distinctive sales advant- 
age and permanent identification. 


These top grade steel vendors receive special 
planning and production attention. American 
Art Works is geared — with modern machin- 
ery to produce quality and quantity, with better 
returns for every dollar invested. 


— The leading source of Metal Signs and Displays for 69 years. 


AMERICAN ART WORKS 


Executive Offices: 711 Fifth Ave., N. Y. 22, N. Y. Plant: Coshocton, Ohio 


Good Words 
Rate a Bundscho Setting 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 
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A good promotional pack- 
age is not a winning pro- 
motion unless it uses 
every available bit of cre- 
ative 


thinking to serve 


your sales purpose 


The art of Printing holds 
literally thousands of po- 
tentials for making a 
good premium idea better 
—or perhaps providing a 
complete program 


Eureka printing service 
adds the extra dimension 
of 50 years’ promotional 
experience to the flexible 
craftsmanship of fine 
printing 


Let Eureka‘’s Promotional 
Service Division help you 
complete your next pro- 
motion package . . . See 
us at the National Pre- 
mium Buyers Exposition, 
Navy Pier, Chicago, April 
14 to 17... Booth B104. 


tac, EUREKA SPECIALTY 


a idl 


18 


== PRINTING COMPANY 
Dept. 20 - Scranton, Pa. 
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for ADMEN 


@® Man and Automation, by L. Lan- 
don Goodman, Penguin Books, Bal- 
timore, 286 pages, 85c . . . Norbert 
Wiener, in his early book on cyber- 
netics, pointed out that our culture 
was about to enter a new industrial 
revolution. His predicted revolution 
has entered its first stages, and has 
been given the somewhat less for- 
midable name of automation. 

Automation will have profound 
effects on our entire society and on 
that important phase of it known 
as advertising. Those who are con- 
tributing, in one way or another, to 
our culture must be’ profoundly 
affected by changes of this magni- 
tude, and should find it imperative 
to take a clear look into the future. 

In this book the author, a British 
engineer and writer, explains in 
simple terms what is meant by auto- 
mation and how it will affect various 
segments of society. 

In the new society, says the 
author, “the salesman will be a key 
man. .. A critical study will have 
to be made of advertising generally.” 
Automation will also, he predicts, 
need new methods of packaging, 
which will, in turn, require much 
energy in selling the novel appear- 
ance. 


® The NRDGA Sales Promotion 
Encyclopedia, edited by Edward F. 
Engle, published by the National 
Retail Dry Goods Assn., 100 W. 31st 
St., New York, 365 pages, $40 ($25 
to NRDGA members)... This 
loose-leaf volume, issued just be- 
fore the NRDGA changed its name 
to Natl. Retail Merchants’ Assn., 
contains a wide selection of promo- 
tions actually used by stores. The 
book is divided into 22 sections, 
with each collecting case histories 
on a single aspect of promotion, 
such as “Auditorium Promotions,” 
“Christmas,” “Contests, Stunts and 
Give-Aways.” The promotions are, 
of course, confined to department 
stores, since this is the main field of 
interest of the NRDGA, but the 
ideas are easily adapted to other 
retail establishments. 

Supplements are scheduled to be 
issued every two years at a nominal 
charge, and a descriptive brochure 
can be obtained by writing the as- 
sociation. 


© How to Run Better Meetings, by 
Edward J. Hegarty, McGraw-Hill 
Book Company Inc., New York, 300 
pages, $4.95 . . . a guide to aid the 
bewildered “meeting manager’ 
when faced with the confusing 


wROE 


—The guest speaker has just started. 


chore of mixing an audience and 
speaker. Covering a_ variety of 
meetings that includes the business 
luncheon, testimonial dinner, church 
or club gathering, Mr. Hegarty 
(Mr. Meetings, himself) elicits val- 
uable tips on every type of problem 
apt to rear its ugly head. A practi- 
cal man, Mr. Hegarty devotes time 
from “how to get an audience” to 


—The guest speaker has just told his 
first joke. 


“getting them to sit in front,’ to 
some valuable advice on the proper 
handling of “rhubarbs,”’ and the 
importance of treating speakers 
with tender, loving care. 

Using one meeting as a “horrible 
example” gives the author a chance 
to point out “70 goofs” made by the 
people handling the meeting. So 


—The guest speaker has just said, ‘In 
conclusion,—”’ 


astute is he in this case-history 
criticism that readers, everywhere, 
will not only learn better but won- 
der how Mr. Hegarty knows them 
or their best friends so well! 


® The Seven Lively Arts, by Gil- 
bert Seldes, Sagamore Press, New 
York, 306 pages, $4.95 .. . It’s rare 
that a 30-year-old book will stand 
up on rereading, and rarer that an 
author will allow it to be reissued. 
But Gilbert Seldes has taken his 
1924 comments on the popular arts, 
added some up-to-date embellish- 
ments. 

Its pertinence to advertising? Al- 
though not discussed directly in the 
book, advertising and the popular 





letter-perfect 
proofs... 
DEMAND 


Letter Construction by A. Durer (A.D. 1525) 


RELYON REPRODUCTION PAPER 


Little wonder so many artists, art directors, RELYON makes your job easier, 
; faster, better: 
engravers and production managers demand 
j RELYON’S smooth white finish 
RELYON Reproduction Paper. RELYON earns 


gives clear, stand-out letters, clean 
: h ; 
its name. — 
RELYON’S non-glare finish con- 
From first proofs to final plates, RELYON —_—‘t#sts ink and paper perfectly. 


: ‘ i RELYON absorbs ink quickly and 
lowers your production costs, raises your quality. thoroughly. Thick and thin type, 


light and heavy faces prove evenly 
Next time you order reproduction paper, de- together. 


mand the dependable. Ask your Ludlow paper RELYON lies flat, cuts quick, 


pastes clean, and resists penetra- 
merchant for RELYON. tion of adhesives. 


LUDLOW PAPERS, INC. 
Fine Papers Division, Dept. A, 
Brookfield, Massachusetts 


Please send me free sample sheets 


of RELYON Reproduction Paper. 


FINE PAPERS a 


POSITION 


STREET 


LUDLOW PAPERS, INC. 


Fine Papers Division 
Brookfield, Massachusetts 


CITY STATE 
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Next Month in 


How to Pick 
A Color Photograph 


Berka, one of the coun 


Portfolio of Typefaces 


The fifth in “The Best of AR” series pro- 
vides another handy guide for your Ad- 
man’s Handbook — a portfolio showing 
specimens of over 500 of the most pop- 
ular typefaces used by admen. Here, in 
a single guide, is a detailed reference for 
anyone who is called upon to specify 
advertising typography. 


The Problems of 
Giving Money Away 
Contests don't alway: 
cording to schedule 

was well demonstra 
Canada Dry’s 

stakes,”’ which w 

man who didn't 
walked away 

more than the estimated 
prize of $15,000. Here’s the 


jrouna story on the con- 


i 


test's problems . and how 


PLUS “How to Get Local Publicity” — practical advice on 


getting maximum publicity at the local level 
“How to Stage a Presentation’’ — planning to avoid chaos... 
“Who Owns Your Trademark?’’ — valuable information from an 
expert on advertising law .. . “What External House Organs 
Look Like’’ — the fifth in AR’s series .. . “Tags for Clothes” — 
a special report on how well-designed tags are filling in for sales- 
men... “Art & Production Requirements of TV” — practical 


solutions to new problems .. . ‘“Economizing on Inserts” — a 
case history. 
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arts are so intertwined that you 
cannot fully understand one with- 
out the other. Mr. Seldes’ book, 
now a classic, is a provocative dis- 
cussion of the popular arts and why 
they are popular, a good look into 
the mass mind and interests, and 
in addition, just good reading. 


® Guide to Films, Periodicals, and 
Books in Printing, Paper, Publish- 
ing, Printed Advertising, and Their 
Closely Related Industries, by 
George J. Mills, Carnegie Institute 
of Technology, Pittsburgh, 64 pages, 
$2.50 . . . In his introduction the 
author, a professor on the staff of 
Carnegie’s School of Printing Man- 
agement, points out that the tre- 
mendous number of requests re- 
ceived at the School indicate that 
the mass of published materials 
which constitute our recorded 
graphic arts knowledge must be dif- 
ficult to locate. This booklet is a 
successor to an earlier, 1951, edition, 
expanded and brought up-to-date. 
The present edition lists, by sub- 
ject, motion pictures and filmstrips, 
periodicals and books. In making his 
selection, the author placed his em- 
phasis on the mass reproductive 
graphic arts, rather than the fine 
arts. The guide should serve well as 
a foundation for establishing both 
personal and company libraries, and 
increasing the use of visual aids. 


©® Responsibility in Mass Communi- 
cation, by Wilbur Schramm, Harper 
& Brothers, New York, 391 pages, 
$4.50 .. . To take a sensational swipe 
at advertising and its role in our 
society is not difficult. It is often 
highly profitable, as Vance Packard 
has found out. But it is not as im- 
portant as making a careful and 
impassionate examination of the re- 
sponsibilities of all purveyors of 
mass information, whether in the 
information, education or advertis- 
ing fields. 

Dr. Schramm, Department of 
Communication and Journalism, 
Stanford University, has taken such 
a look at the problems that have 
arisen in a time of “bigness” in 
communication. He examines the 
role of government, of the media 
themselves, of the public, of the 
advertisers, pointing out the gen- 
uine need to reaffirm ethical stand- 
ards in the dissemination of infor- 
mation. 

Dr. Schramm is not one to take 
the easy way out. In a section on 
responsibility for advertising, he 
points out that “advertising, if it is 
one of the aspects of the media most 
vulnerable to criticism, is also one 
of their strong points. For it is ad- 





voure wooeo ey VOUF Luggage 


youre wooeo ey VOU PFINtINg 


Fine pieces of luggage always attract favorable 
notice. Fine printed pieces do the very same thing. 
Favorable notice is a big asset to any company in 
our world of competitive salesmanship. 

Fine printed pieces sponsored by your company 
disclose respect for your prospects. These people, 
in turn, will express their respect for you in terms 
of good will and orders for your merchandise. 

It pays to make certain that your printed selling 
literature attracts favorable notice and to achieve 
this, you need top quality printing papers. 


You also need a GOOD printer. A good 
printer, when called in at the start of a new print- 
ing job, can save you time, effort and money. He 
is familiar with the new techniques and skilled in 
the ways and means of creating fine, economical 
printed pieces that will bring in profitable business 
for you. 

He is familiar too with the advantages of using 
Warren’s High Standard Printing Papers for he 
has seen the top quality results they deliver. He'll 
probably specify Warren papers for your job. 


Tee een TC a 


ae 


Warren's printing papers 


NN HIGH STA 


NDARD 


makea 


err 


good impression 
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Covers on 
New Hammermill 


“Radiant White 
Stop ’Em Cold! 


W 7 HEN YOU WANT extra attention for any printing that 

needs cover paper, specify “radiant white” Hammermill 
Cover. You'll find it a big asset in getting the stopper quality 
you want. 

New radiant white Hammermill Cover is a bright, bright 
fluorescent white that gives your special effects printing the 
extra sparkle that gets readers inside. Its dazzling whiteness 
demands attention—gives black and white or color printing 
more impact. Like the standard blue-white Hammermill 
Cover, it’s tough, durable and unusually like-sided. And, 
radiant white costs no more than the rainbow range of eight 
rich, fade-resistant colors your printer can also supply in im- 
proved Hammermill Cover. Hammermill Paper Co., Erie, Pa. 


aMMERAgy BY THE MAKERS 0 
A COVER La F HAMMERMILL BOND 


For Catalogs « Booklets « Menus + Price Lists « Folders - Broadsides » Manuals 
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vertising that chiefly makes press, 
broadcasting and magazines strong 
and self-supporting and independ- 
ent of government support and con- 
trol. If it were not for advertising, 
we could never have a strong, pri- 
vately-owned communication sys- 
tem. 

“Frankly, the critics who yearn 
toward a U.S. broadcasting system 
wholly without commercials, or 
toward printed media wholly with- 
out advertising support, are mostly 
daydreaming. The problem is rather 
to focus on the responsibility of the 
media which carry the ads.” 

This is a serious book, well worth 
taking seriously. Without hysterics, 
the author discusses a problem that 
is close to the interests of every 
person involved in the writing, the 
production or the dissemination of 
advertising in all the media. He 
brings up problems that are real 
and which can not be made to dis- 
appear simply by ignoring them. 


® Do-it-yourself Publications, by 
Grace E. Langdon & Mary Alice 
Turner, published by the authors, 
101 Agricultural Hall, College of 
Agriculture, Madison 6, Wis., 24 
pages, 50c . . . This useful pamphlet, 
third in the series of editor’s leaf- 
lets, covers in a simple fashion the 
processes required to issue publica- 
tions for reproduction by office du- 
plication. The emphasis is on econ- 
omy and_ simplicity throughout, 
leading to an operation that can 
be carried on with satisfactory re- 
sults by comparatively untrained 
personnel and limited equipment. 


® Better Business Relations Through 
Employe Meetings, by the Cham- 
ber of Commerce of the United 
States, Washington, 24 pages, 50c . . 
This booklet, based on specific case 
histories, gives the reasons for hold- 
ing employe meetings, the occasions 
on which such meetings can be held, 
plus useful check-lists and sug- 
gestions for improving their effec- 
tiveness. 


We roughed up the idea for the 
story at lunch! 








JULY, 1958 
July 1-31 
Vational Hot Dog Month 
by Tee-Pak Inc., 3520 S. 
Chicago 
Vational Iced Tea Time sponsored 
by the Tea Council of the U.S.A. Ine., 
500 Fifth Av., New York 
Picnic Month sponsored by Ameri- 
can Bakers Assn., 20 N. Wacker 
Chicago 6 
Rye Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N. 
Marion St., Oak Park, IIL. 
July 4 


Independence Day 

Proclamation). 
July 5-12 

Vational Business W omen’s W eek ee 

sponsored by Natl. Federation of Busi- 

ness and Professional Women’s Clubs, 

2012 Massachusetts Av., NW, Washing- 


ton 6 


July 14 


Ground Observer Corps Day spon 

sored by Ground Observer Corps Project 

Office, U.S. Air Force, Washington 25 
Juiy 20-26 


Vational Farm Safety Week spon- 
sored by U.S. Dept. of Agriculture, 
Washington 25; Natl. Safety Council, 
425 N. Michigan Av., Chicago 11 


July 24-31 


National Vegetable W eek 3 sponsored 
by Vegetable Growers Assn. of America, 


528 Mills Bldg., 17th and Pennsylvania 
Av., NW, Washington 6 


July 25 


Joseph Lee Day . . . sponsored by Natl. 
Recreation Assn., 8 W. Eighth St., New 
York 11 


July 25-31 
Inventors iy ee h ‘ sponsored by | nited 


Inventors and Scientists of America, 
27121% W. Seventh St., Los Angeles 57 


. sponsored 
Morgan St., 


Drive, 


(Presidential 


Let’s start a national ‘‘Don’t change 
your agency’’ Week! 


embossed PLEXIGLAS signs 
made without costly molds 


Detroit's Cunningham drug stores are marked by distinctive 
embossed Plexiglas signs. They are made by Hanover. 


buy one or a thousand 
change copy on every face 


Hanover embossed plastic signs give 
you advantages formerly available 
only to users of large quantities. 


Signs are painted on the inside surface 
in brilliant, non-fading acrylic colors. 


Letters are sharp and clean. 
Whether you buy signs one at a time You 


or—you pick the number—there are 
no mold charges for stock sizes and 
letters. In many cases you save enough 
to buy extra signs. You have new 
freedom of design, too. Change copy 


can specify backgrounds in 
corrugated, plain or multi-facet pat- 
terns. Choose from a variety of block 
letters. Use trademarks, script letters 
and special pictorials at small addi 
tional cost. Stock sizes up to 4’ x 10’ 
on every face if you like. are available. All standard mounting 
This new flexibility for your sign styles and lighting plans 
program is provided by a unique press Build your sign program around 
designed and built by Hanover.* Copy Hanover embossed plastic signs. For 
and background pattern are vacuum- details write Hanover Neon Electric 
embossed in a single sheet of clear or Corp., 767 N. Fourth St., Columbus 
pigmented heavy gauge Plexiglas. 8, Ohio. 


*Patent applied for on press and process. 


HANOV E e ... that’s a good sign 


Call or write today for details abour the 
promotional piece which is completely new! 


3 1) bea UTE 
612 N. Michigan, Chicago 11, Ill. 
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Selected AR Reprints 


_® 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the December 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 
are available on request. Send orders to Reprint Editor, AR, 200 East 
Ilinois $t., Chicago 11, Hil. 


me ce ees em me ee ee ee ee ee ee ee ee * 


New This Month 


304 A Basic Guide to Direct Advertising 


What ’ } d know at 


247 How Basketball Built a ey Name - a - by Ww. “ Walker 
245 Hawaiian Punch Sells the Grocer - os ‘by Phil Seitz 


How to achieve n display 


Binding 


193 Loose-Leaf Binding 


Dealer Programs 
174 How Carter Merchandises Its Maps — by Vie A. Corwin 


now any get rs t t work 
159 Simplicity . . . Sheaffer's Key for Efficiency in ttundiing Ad ‘Mat caine — > D. A. 


Reed 


Pen manufacturer Fe ethod for hand aid mat rder fron 


142 How to Make One Gremetenst Dollar Do ‘the Work of Ten a by | R. Vv. Soom 
ator f e cream fra > at ve xh + 
140 Pabco Sells Color with a Coordinated Cempaign 
How variet NV ) t 
129 Repetition Plus Quality Materials Add Up to an y Gentanting feet only a ‘wy Herbert 
Baker 


A history of ar aign for Cory air ner 
125 International Harvester Sages Mammoth Dealer Soles Meeting a by ey Franklin. 
Pla 19 x weeks r 
117 Everyone Gets In on the Act with lady Stratford — by Herbert Baker 
A campaign desig ‘ 


111 RCA Builds Dealer Cree? ae oy Karl Kirchhofer 


Direct Advertising 
240 Making an Effective Direct Mail Poshege —_— by Witten Baring- ‘Gould 


238 Trends in Direct Mail — by Dick Hodgson e 
231 The Little Ambassadors ~—_ Dick Hodgson ; 
219 Hoffmann-LaRoche Dares to Be Different eee 
214 Are Amateurs Ruining Direct “Mail? — by by ‘Dick Hodgson 
172 202 Tips for Direct Mail haeertidnn (50¢) | iii 
A 16-page booklet repri AR 
re | prograr 


103 All the People Some of the Time — by Nicholas Samstag, 7 


Engraving 


203 Progress Report on Clectrente Engraving — by David Saltman 
extensive research or e pract f +h tack 
190 The Production Managers’ ae for Late Plate Problems — by Ted ‘Sanchagrin 
Practica iggest > for avoid 
155 Assembling Color “em Can Save Time and Money — by H. ¢. settee 
[ of phot graphic operatior to prepare process art for th 


141 How to Make One ‘Set of Color Plates Do the Work of Several — by cae T. 


Converse 


112 Do's and Don'ts for Better Engraving 


Packaging 


156 A Package on Every Table — by James Joseph 
Designing food packages that sell in stc 

139 Show Your Wares To Sell Them! — by Ernest W. Gelébers 

How illustrated sh pping s+ f i 
122 How to Prepare Packages for Rack Merchandising — by Arthur ‘Weiss 

An expert tells how to design packages for ar 
114 How to Design Packages for Self- Service os ove oo Gianninoto 
A leading desianer 1 f moderr 


Printing 
243 Designing for R.O.P. Color — by John W. Amon 


235 Let's Get Together on Offset — by Bernard C. Schramm Jr. ree 

220 tow Woes for Printing Today — by Joe R. ‘Schoeninger r ; 

211 A System for Comemne Printing Costs — by Frederic Kammann (50e) 
124 Institution Learns 3-D Seodieatinn Sie cae oo pt C. Randall. sy 


An effective guide for producing printed 3-[ 


u 
y 


105 Let's Swap Ideas 


Ten ide r printers and 
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to enter 


Printing 


Sponsored by Peninsular Paper Co.. 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 

Closes last day of each month 


Sherwood Television Awards 


Sponsored by The Fund of The Re- 
public, 60 East 42nd St.. New York: 
Robert M. Hutchins, president. Open to 
all television programs not related to the 
Fund which deal with a topic related 
to freedom and justice shown on com- 
mercial stations in the U.S. and _ its 
territories. Programs considered to have 
merit will be eligible for the Robert 
E. Sherwood Awards consisting of a 
first prize of $10,000 and four addi- 
tional awards of $1,000 each. 

Closes May 31, 1958 


Corporate Annual Survey 


Sponsored by Financial World, 17 Bat- 
tery Place. New York 4. The only con- 
tinuing study of current practices of 
leading corporations in reporting to 
their stockholders. Awards include cer- 
tificates, “Oscar-of-Industry” trophies. 
To enter, forward two copies of annual 
report to Howard L. Sherman. 

Closes June 2, 1958 


Specialties and Calendars 


Sponsored by Advertising Specialty 
Vatl. Assn., 1145 19th St... NW, Wash- 
ington 6; Ralph Thomas, Executive Di- 
rector. Open to businessmen who use 
advertising specialties and calendars in 
advertising, merchandising or public re- 
lations activities; also to anyone who 
buys, sells or uses them for a business 
purpose. Cash prizes also are given for 
best descriptions and documentations. 
Closes July 1, 1958 


P.1.A. Self-Advertising Awards 


Sponsored by Printing Industry of 
{merica Inc.. 5728 Connecticut Ave.. 
Washington 15: Miller Printing Ma 
chinery Co., 1117 Reedsdale St... Pitts- 
burgh 33. Open to self-advertising com- 
pleted during the period from Sept. 13, 
1957 to Sept. 12, 1958. Entries accepted 
from all letterpress, lithographic, gra- 
vure, silk screen and allied process 
printers in the U.S., Canada, and the 
Hawaiian Islands, whether members of 
the P.LA. or not. Campaigns con- 
sisting of three or more pieces will 
be judged on the basis of plan, con- 
tinuity, idea, copy, design, quality of re- 
production and results. Individual speci- 
mens will be judged for idea, design, 
copy and quality of reproduction. All 
entries become the property of Miller 
Printing Machinery Co. Awards will in- 
clude three $1,000 cash prizes and nine 
Benjamin Franklin Statuettes. Prizes 
will be awarded in three divisions, ac- 
cording to size of company, and for 
both sustained ad campaigns and _indi- 
vidual specimens. 

Closes Sept. 12, 1958 
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Northwest-Ultrawhite Opaque 


Northwest Velopaque Text 
Northwest Velopaque Cover 
Mountie Text 

; Mountie Offset 
Northwest Bond 
Northwest Ledger 
Northwest Mimeo Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. F. Book 
Mountie Eggshell Book 
Carlton Bond 
Carlton Mimeograph 
Carlton Ledger 
Carlton Duplicator 
North Star Writing 
Non-Fading Poster 


Map Bond 


THE NORTHWEST PAPER COMPANY, Cloquet, Minnesota 


Mountie 


Northwest 
SALES OFFICES Chicago 6, 20 North Wacker Drive Nortex White 


) 


Minneapolis 2, Foshay Tower Nortex Buff 


) N > Gr y 
Saint Louis 3, Shell Building OMeX Note 
i Nae Nortex Ivory 
n . 7 
New York 17, 420 Lexington Avenue ~ 
Carlton 


Papeteries 
Drawing 
Adding Machine 
Register 

Lining 
Gumming 

Raw Stock 
Cup Paper 
Tablet 
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Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 









APRIL 


1-10... 37th Exhibition of Advertising 
& Editorial Art & Design, Waldorf- Astor- 
ia, New York 

14-15... Intl. Assn. of Electrotypers & 
Stereotypers Spring Technical Conference 
& Exhibition, Carter, Cleveland 


14-17 .. . Natl. Premium Buyers Exposi- 
tion, Navy Pier, Chicago 
16-18 . . . Point-of-Purchase Advertising 


Institute Symposium & Exhibit, Sheraton- 


Astor, New York 


17... University of Michigan’ Adver- 
tising Conference, Ann Arbor, Mich. 
21-25 ... Society of Motion Picture & 
TV Engineers, Ambassador, Los Angeles 
22-24 .. . American Newspaper Publish- 
ers Assn., Waldorf-Astoria, New York 
24-26 . . . American Assn. of Advertising 
{gencies. Greenbrier, White Sulphur 
Springs, W. Va. 

26... Intl. Typographic Design Seminar 


& Exhibit, Silvermine Guild of Artists, 
New Caanan, Conn. 

27-May 1... Natl. Assn. of Radio & 
Television Broadcasters, Biltmore & Stat- 
ler, Los Angeles 


28-May 1 .. . Lithographers National 
4ssn., Arizona Biltmore, Phoenix 
30-May 2... American Public Relations 
{ssn., Waldorf-Astoria, New York 
30-May 2... Sales Promotion Execu 


tives Assn., Roosevelt, New York 


MAY 

3-16... Drupa, Intl. Print & Paper Fair, 
Dusseldorf, Germany 

7-17 .. U. S. World Trade Fair. Col- 
iseum, New York 

11-15... American Rack Merchandisers 


Institute Sample Show, Ambassador, Chi- 
cago 

21-23 . . . Graphic Arts Industry, Re- 
search & Engineering Council, Edgewater 
Beach, Chicago 

25-28 ... Natl. Office Show and 39th 
Intl. NOMA Conference, Conrad Hilton, 
Chicago 


25-28 . . . Super Market Institute, Con- 
vention Hall, Atlantic City 
25-29 . . . Natl. Business Publications 


Spring Meeting, Grove Park Inn, Ashe 


ville, N. C. 


26-28... Vatl. Sales Aids Show. Roose 
velt, New York 
26-30 .. . American Management Assn. 


Packaging Conference & Exposition, Stat 


and Coliseum, New York 


let 


JUNE 


3-6... Natl. Industrial Advertisers Assn., 
Chase-Park, St. Louis 

8-11 .. {drvertising Federation of Amer- 
fea. Hilton-Statler, Dallas 

8-11 Natl. Assn. of Direct Selling 
Companies. Statler, New York 

22-26 fdvertising Assn. of the West. 
Vancouver. B. ¢ 

23-26 ... Store Modernization Show, Col- 


York 


iseum, New 
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You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 


cation .. . PLUS the permanence of a true decal sign! 












The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 





Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
tar more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 
held crews. Any size or colors, including full 
color halftones. 













































We'll gladly send you samples and full information 


about Pressure Sensitive Decal Signs... write! 
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dwertising Requirements 


Racing tor 


Nothing in this country can compare 


with the fabulous promotions tied 
in with the races on the roads of France. 


By Maurice Bensoussan 


If you ever take a trip through 
France during the month of July, 
you are likely to be confronted on 
some quiet rural road by a bizarre 
procession of heavy vehicles in the 
shape of ink bottles, hair tonic dis- 
pensers and baskets of purple 
grapes. 

If you should chance to run upon 
this phenomenon in a country vil- 
lage, loud speakers will be blaring 
and auto horns will be honking out 
popular commercial theme songs. If 
all this alarms you, stick around a 
little longer anyway. If young men 
on bicycles suddenly start peddling 
furiously onto the scene, you will 
know that what you are witnessing 
is simply a popular and peculiarly 
French form of national advertising 
—a caravan like the Tour de 
France. ' 

The Tour de France caravan is a 
commercial road show which, for 
one month each year, travels 3,000 
miles throughout France bringing 
its sales messages to approximately 
15,000,000 Frenchmen. Its roots go 
back more than 50 years to the 


emergence of France’s most popular 
national sport—bicycle racing. The 
caravan owes its success to the 
races. And the races, in turn, owe 
their success to the caravan. 


> It is hard to understand the func- 
tion of the caravan without some 
brief background in the develop- 
ment of France’s most popular na- 
tional sports event. 

Bicycle racing, which showed in- 
dications of becoming a_ national 
French pasttime as early as the 
turn of the century, had a difficult 
time getting off the ground. The 
races were popular with the people. 
But, as they became more popular, 
racing distances became longer, the 
handling of men and equipment be- 
came more complicated and the cost 
of the event eventually became pro- 
hibitive. 

The first national Tour de France, 


Break for Refreshment A racer takes 
advantage of a pause to sample the prod- 
uct of one of the race’s_ sponsors, 
Nestle’s Jem flavored milk. 
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vertising posters, displayed at the 
caravan’s stopping-off points, pre- 
cede the arrival of the caravan and 
serve as product reminders after 
the show has gone. Local dealers 
who handle the caravan advertisers’ 
products cooperate with window 
displays built around the tour 
theme. 


> Actually, the caravan can be vis- 
ualized as a unique two-sided poster 
3,000 miles long. Unique, not only in 
itself, but catering to a unique audi- 
ence—an audience which comes 
voluntarily from miles away and ar- 
rives in a festive, receptive mood. 

Many of the advertised products 
are the official products of the race 
itself. 


® Shell oil, for instance, is official 
supplier of all gasoline used on the 
tour. Does not a public, already 
geared to the drama of the tour, as- 
sociate “Shell” with “quality” when 
Shell is selected for a 3,000 mile 
motor trek? 


@ Nescafe builds up its tour associ- 
ation in the public mind by a some- 
what different means. Nescafe pro- 
vides motion pictures of the day’s 
race and presents them upon arrival 
at the next step town that evening. 
Photographers take pictures at dif- 
ferent points in the race throughout 
the day. The film is developed, cut 
and prepared in Nescafe’s traveling 
“dark room” truck in time for the 
evening showing. 


e A manufacturer of medicine pro- 
vides a doctor and two traveling 
field hospitals—one for the racers, 
one for the public. Large congested 
crowds, of course, often lead to 
minor casualties. When this hap- 
pens, the medicine company is right 
there with its doctor—and its prod- 
uct name—very much in evidence. 


® Official timing of the races is pro- 
vided by a sponsoring company’s 
watches. Another advertiser 
plies the racers’ food. 


sup- 


® One of the most successful spon- 
sors is Perrier, a bottler of min- 
eral water. As the winner ar- 
rives at the step town each day 
(usually quite thirsty) he is given a 
bottle of mineral water to drink. It 
is handed to him by a man with the 
name “Perrier” prominently dis- 
played across his hat. At this point, 
movie cameras are recording the 
winner’s arrival. The thirst-quench- 
er from Perrier need not be ob- 
trusive at all. He, with his promi- 
nently labeled hat, is just simply 


Water for the French . . The racers 
gather around a rolling supply of mineral 
water. 
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Rolling Beverage Stand 


This specially-designed truck opens out to 


furnish a three-sided counter where the beverage can be served 


there, dispensing mineral water be- 
fore the grinding cameras. 


>» Cost of the 1957 Tour de France 
was approximately $450,000. Be- 
sides the contributions of the adver- 
tising caravan, special sponsors de- 
fray part of the cost. In addition, the 
tour towns themselves are required 
to make a contribution. Step towns, 
naturally, are required to contribute 
more than the villages through 
which the tour merely passes. Local 
merchants seem to feel that the 
towns’ contributions are well worth 
the cost when measured against the 
extra business activity stimulated 
by the crowds who come from near 
and far. 

Cost to the advertiser of entering 
the caravan depends upon both the 
weight of the vehicle and the dis- 
tance traveled. An advertiser who 
contracts for a place in the entire 
caravan journey pays from $1,500 
to $3,000 for the first vehicle, de- 
pending upon its weight. Advertis- 
ers who contract for a shorter stay 
are charged from $150 to $300 for 
the first step. Each succeeding step 
costs from $100 to $200. 

What do the caravan advertisers 
get out of all this? Is it worth it? 


We can best answer that question 
with specific case histories. 


® Vitabrill hair conditioner was a 
little-known, regional product when 
its manufacturer first joined the 
caravan. Vitabrill sales in tour 
towns soared—and stayed up—for 
three months after the tour had 
passed. 


® Coca Cola Co., after a _ recent 
caravan, found its sales had jumped 
by 20°). Other advertisers can point 
to similar gains. 


>» In addition to the Tour de France, 
other smaller scale races are held 
throughout the spring and summer 
months. There is, for instance, an 
annual six-day bicycle race between 
Paris and Nice and a walking race 
from Strasbourg to Paris. In addi- 
tion, many regional newspapers 
sponsor races confined to their own 
areas. 

All utilize the advertising caravan 
idea which has become so integral a 
part of the Tour de France. And the 
caravans have the additional ad- 
vantage, in rural 


more areas, of 


bringing sales messages to regions 


not covered by standard media 
such as newspapers and radio. 44 
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Eye Catching Truck In the shape of the product it 
advertises, this truck gathers a crowd when it stops to 
dispense samples 
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Bottles on Wheels 


crowds 


as the races are still known, was 
sponsored by a publication known 
as L’Auto. But a national sporting 
event of this magnitude cost more 
than a single sponsor was able to 
pay. The racing course was stretch- 
ing hundreds of miles. Often racing 
cyclists had to be transported by 
train over rugged terrain. Then 
there was the problem of organizing 
and transporting maintenance crews. 
Everyone loved the races but who 
was going to pay for them? 

It was decided to seek financial 
aid from the manufacturers of bi- 
cycles and cycle parts. The manu- 
facturers, for obvious reasons, were 
more than willing to comply, but 
they soon proved themselves to be 
difficult. It was a case of “too many 
cooks spoiling the broth” and dis- 
putes and rivalries between them 
ran rampant. 

In 1929, a new plan emerged. Why 
not seek the help of manufacturers 
of nationally advertised brands? In 
return for offering financial back- 
ing, these companies could precede 
the Tour de France with an adver- 
tising “tour de force.” They could 
bring their products, and their sales 
messages, to millions of prospective 
customers throughout the country 
who were turning out, anyway, to 
watch the racers go by. 

A year later the Tour de France 
was organized under the new ar- 
rangement and each year the com- 
bination of advertisers and racing 
teams has proved again that it is 
satisfactory to all concerned. 


> The tour usually lasts a month. 
The circuit, a different route each 


year, covers approximately 3,000 


These tiny vehicles, with 
ink bottles as a body, are carried from stop to 
stop in the large van, appear where there are 
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miles. The 1957 tour began at Nantes 
on the west coast, circled an area 
embracing roughly the outer boun- 
daries of the country and, returning 
to the west coast, headed inland just 
south of Nantes, to Paris—the rac- 
ing goal. 

The course is divided into “step 
towns.” These are towns spaced one 
day apart by bicycle, the distance 
between them depending upon the 
ruggedness of the terrain. Racers 
depart each morning, arriving at the 
next step town in the late after- 
noon. The racer who completes the 
total number of steps in the shortest 
cumulative time is the grand prize 
winner. 

During the racing season, step 
towns are crowded with visitors. 
Spectators numbering as many as 
three times the towns’ population 
come from miles around to watch 
the cyclists arrive. Areas between 
the step towns serve as observation 
points. It is to these millions of 
spectators that the advertising cara- 
van owes its success. 
>» The caravan reaches each step 
town approximately two hours be- 
fore the cyclists begin arriving. The 
representatives of each company 
travel in uniquely styled trucks and 
automobiles with specially con- 
structed bodies. All the vehicles are 
gay, colorful, conspicuous and dis- 
play brand names prominently. 

One of Waterman Pen Co.'s 
trucks, for instance, is capped with 
a huge bottle of ink. The top of the 
Vitabrill truck (a hair dressing) is 
shaped like a huge tube of the man- 
ufacturer’s product. Another adver- 
tiser, Cinzano, has no trucks at all. 
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Instead, six stunt drivers perform 
on speeding motorcycles. 


> The caravan proceeds to a stadium 
or pre-arranged parking area to 
give demonstrations. These are the 
areas to which the racers will later 
arrive, one by one, to be greeted by 
the crowds. The advertisers are 
permitted to give sales presenta- 
tions, hand out literature and prod- 
uct samples and introduce local 
dealers and agents to the crowd. 
Some advertisers present acts and 
musical programs. They are not 
permitted to sell their products 
Selling along the route was forbid- 
den when it was discovered that the 
general atmosphere was conducive 
to “horning in” by almost anyone 
with anything to sell. A traveling 
“medicine show” was not the ob- 
jective of the caravan. 

Individual participating com - 
panies may complete the whole cir- 
cuit or only a certain section of the 
tour, as they wish. Most of the ve- 
hicles are equipped with public ad- 
dress systems which play recorded 
sales messages during intermissions 
in the entertainment. “Live” an- 
nouncements repeat the names and 
addresses of local dealers. Some ol 
the trucks have loud speakers con- 
nected to thei: 
which beep out 
brand 


horn mechanisms 
renditions of the 
name’s radio or tv theme 
song. 

Building the sales message around 
the race theme lends a special effec- 
tiveness to the advertisers’ printed 
literature. Because the printed ad 
vertising message is linked to the 
race theme, literature is often taken 


home to be kept as souvenirs. Ad- 
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Fasson Products 
Seth Wheeler, Sales Mgr., Graphic Arts Div. 
ELmwood 2-4444 


Dept. A4 * 250 Chester St. * Painesville, Ohio 


ent 


the pressure-sensitive 


e label is sticking. 
adhesive for hard-to-label surfaces like 


Im” 


e it yourself with samples. 
an Avery company 


Highly polished metal 


Styrene 
Cellophane 
Polyethylene 
Cryovac”’ 
“Pliofi 

Rough metal 


Prov 


With exclusive S-201 perman 


It’s Fasson 


Only on 
adhesive 


O x 
x 5 

=e) 
_ * 
2 ? 
E w 


April 1958 


ar 


30 





ag 

ee 

SS 
— 


‘\ 


What's in the future 
or Point-of-Purchase? 


By Les Gallagher 
Merchandising Director 
Ketchum, MacLeod & Grove 
Pittsburgh 


Today a new type of point-of- 
purchase supplier is emerging. 
Too many agencies and manu- 
facturers fail to integrate’ their 
p.o.p. plans with their over-all ad- 
vertising plans. This has forced the 
supplier to assume the responsibility 
for building prestige and under- 
standing for this important medium. 
Today’s buyers of point-of-pur- 
chase materials ask more of their 
supplier than a thorough knowledge 
of materials and processes. They 
want him to be able to plan in- 
telligently in the realm of contests, 
premiums, deals, distributors, as 
well as outlets of all types. Other- 
wise, the supplier is merely a sup- 
plier and not a true merchandising 
extension of the agency or manu- 
facturer with whom he is working. 
The new point-of-purchase or- 
ganizations are filling this merchan- 
dising role. They are reaching out 


you want to get maximum value from your p.o.p. 


dollar, you had better adjust to the changes 


in the pattern of distribution, according to this 


agency expert in merchandising. 


and exploring some of the exciting 
new directions which are on the 
way for point-of-purchase. 


> Perhaps the most exciting of all 
is the challenge of new outlets, and 
leading is the modern shopping cen- 
ter, potentially the most rewarding 
for new p.o.p. programming. 
This is a big market. Don Curtis, 
of Redbook, estimates that there 
are currently 
serving 


1,600 such centers, 
70,000,000 shoppers, 
and grossing annually $46 billion. 
Both agencies and p.o.p. suppliers 
face the challenge of helping their 
clients program properly for these 
new centers. As individual stores, 
they may seem little different from 
the same stores stretched out along 
our Main Streets. But put together 
in a center of 20 to 120 different 
stores, they become a single outlet. 
For the center usually operates as 
a unit. It has a merchant's commit- 
tee which plans center-wide pro- 
grams. They want, and need, pro- 
motional events to keep pulling the 
heavy traffic they need, to act as 


over 


a draw against the re-awakening 
magic of Downtown, or to pull the 
automobiles from a competitive cen- 
ter a few miles away. 


> Another 
“merchant 
veloper. 


growing area is. the 
builder,” the big de- 
Among others, Life and 
Better Homes & Gardens have al- 
ready organized programs that help 
manufacturers put their sales mes- 
sages at the point-of-purchase, be- 
fore the millions of people who 
tramp through model homes each 
year. 

Individual manufacturers, guided 
by progressive agencies and sup- 
pliers, can take advantage of these 
builder-outlets, and program a 
p.o.p. plan. Such a program should 
have these factors: 


@ The display pieces should be fine- 
ly designed to fit the magnificent 
interiors of many of these model 
homes. 


e Similar display pieces should be 
placed in the regular channels of 
distribution (the 


building supply 
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CUSTOM-MADE 


Outdoor 
Displays 


IN ANY QUANTITY 


We design and manufacture outdoor and indoor 
display signs made of paper, plastic or cloth... 
from your rough idea or finished art. Here are a 
few of the many types 


BIG LETTER-BANNERS 


GARE DAS SA 


Give your message extra punch! Let us spell it 
out with big 13 x 19” heavy-duty cloth letters 
or numerals, and sew on ropes ready to put up. 
Regular or Day-Glo. Can be seen a block away! 


PANEL-PENNANTS 


LIVE BETTER O™ | 
Electrically 


Frame your banner with colorful flag pennants. 
Banner and pennants sewed together on ropes, 
ready to put up. 


POSTERS AND STREAMERS 


Let posters and streamers work 
for you on windows, walls, poles; 
in driveway and parking areas. 
We make them in paper, cloth 
or plastic . . . in any size, color 
or quantity. 


FLUORESCENT CUTOUT LETTERS 


Anyone can make a smart cus 
tom-made sign in a jiffy with 
these neon-bright paper cut- 
out letters. Two sizes: 9” (in 5 
colors) and 20” (red). Any 
selection of letters and numer- 
als or complete sets. 


CLOTH BANNERS 


Use them over driveways or streets, in parking 
lots, or on building fronts. In bright fluorescent 
or regular colors. Made of heavy drill-cloth. 


PRINTED PENNANTS 


Display your own trademark or message indoors 
or out on printed pennants . . . in plastic, paper 
or cloth. Sewed to rope or tape and ready to 
put up. 


Write for FREE CATALOG 


ieee Soa 
203 PRINTCRAFT BLDG. - INDIANAPOLIS 4, IND. 
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outlet, the hardware store, etc.) 
There’s a $10 billion remodeling 
market, and the people who get 
the urge often catch the idea in a 
model home. 


@ The plan should include support- 
ing newspaper advertising of the 
manufacturer’s product and_ the 
model home, helping to pull crowds 
and to build prestige for the prod- 
uct. 


® Brochures and other explanatory 
materials should be prepared for 
salesmen to distribute to all seg- 
ments of the trade. 


While point-of-purchase is the 
“payoff” point, the challenge is to 
sell it as part of an over-all pro- 
gram. 


> Another area of challenge is to 
re-establish and improve the use 
of acceptance of p.o.p. in the older 
outlets, especially the large retailer. 

This kind of store is a prime chal- 
lenge. Findley Williams, assistant to 
the president of Sears, Roebuck & 
Co. told the first national POPAI 
workshop that “a major portion of 
the p.o.p. materials supplied by 
manufacturers cannot be used by 
Sears.” 

This should come as no great 
shock. Sears operates big depart- 
ment stores. Check the top such 
stores in your own city. The almost 
complete lack of manufacturer-sup- 
plied point-of-purchase is quite ap- 
parent. 

The challenge is there; the busi- 
ness is there. It is time for the 
agency, the manufacturer, and the 
point-of-purchase supplier to take 
a page from the department stores’ 
own display book. We should start 
to design p.o.p. displays and pro- 
grams in harmony with current de- 
partment store window materials 
and accessories. They must be cus- 
tom designed to the corporate image 
of each chain or department store. 


> Looking at these new areas for 
point-of-purchase activity, we can 
see the trends taking shape: 


© Tomorrow we shall see bigger 
displays, giant, dramatic ideas. 


@ Tomorrow we shall also see com- 
petitive products fighting to outdo 
each other in service plans, with 
more and more. store-wide 
grams. 


pro- 


@ Tomorrow we shall see more ex- 
citing design approaches. 


This last point is worth a good 
deal more thought. There must be 
some trend-producing programs 
started to lift the design thinking 


of a major portion of the point-of- 
purchase materials currently being 
produced. Top designers must be 
persuaded to shift some of their 
emphasis from furniture and prod- 
ucts to point-of-purchase. Men well 
established in the fields of per- 
manent display, architecture, furni- 
ture, store fixtures, commercial in- 
teriors, sculpture and product de- 
sign, should be utilized to contribute 
new directions to semi-permanent 
point-of-purchase pieces. 

The responsibility of interesting 
these men is shared by the manu- 
facturer, the agency and the sup- 
plier. All are concerned with get- 
ting a design program started. All 
will benefit, for good design—de- 
sign which sells or tells with force, 
taste and _  clarity—will re-open 
many doors and will keep all possi- 
ble outlets available for p.o.p. 


> George Nelson, in the introduc- 
tion to his book “Display,” wrote, 
“Displays are temporary. Occasion- 
ally someone miscalculates, as in 
the case of the Eiffel Tower, erected 
to serve for a summer at an expo- 
sition of 1889 and _ subsequently 
adopted as the symbol of the city. 

“The fleeting nature of designs 
for display has an extraordinary 
effect on the architect or designer: 
here in the exhibition or display 
field as opposed to the permanent 
building or residence he realizes he 
can do his work without fear that 
posterity may mock him for his 
ineptness, and thus freed from cen- 
sure of generations unknown he can 
take a chance, try something out: 
and in a word, relax. 

“It is an odd thing, but true, that 
when one begins to trace develop- 
ments in architecture, structure, in- 
terior design and related areas, the 
old expositions turn out to be re- 
markably accurate guides to future 
ways of doing things.” 


> In the same way, semi-permanent 
point-of-purchase units could offer 
a relaxed casual background for the 
best contributions of the best de- 
signers. The whole medium can ex- 
plode excitingly in many new di- 
rections. 

This kind of top designing talent 
will cost money and will add to 
the unit price. But to eliminate any 
leveling off, to accelerate the point- 
of-purchase share of the increasing 
annual ad expenditures, to answer 
the challenges of the new frontiers, 
we shall all have to program wise- 
ly in relation to an over-all plan 
We shall also have to upgrade the 
design and sell p.o.p. confidently as 
the vital part of merchandising and 
marketing which we all know it 
is. 44 
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KLEEN-STIK “D" TRANSFER TAPE 


Makes Any Printed Piece a Complete, Self-Sticking Display! 
Your Ad Reprints, Catalog Sheets, do double duty as handy 
pressure sensitive displays! New “D’ Tape . . . applied by 


your regular printing source . . . adds Kleen-Stik’s famous 
moistureless peel-and-press convenience. 


KLEEN-STIK DUBL-STIK* 
Two-Sided Self-Sticking Tape for Heavy-Duty P. O. P. Uses! 
Even heavy displays of cardboard, plastic, etc., are e-a-s-y 
to mount with this tough, double-coated Kleen-Stik tape. Bonds 
instantly to almost any material... ideal for assembling 3-D 
displays, attaching Folder Holders, posting Calendars, etc. 


KLEEN-STIK FACE-STIK* 
Transparent, Self-Sticking Adhesive Applied over Printing! 

This special Kleen-Stik process gives printed displays new 
applications inside windows, glass doors, showcases, etc. 
Print letterpress or offset .. . then add Kleen-Stik for a unique 
2-way message that sells coming and going! 


FREE 


Booklet 
“101 STIK-TRIKS" 


Award-winning Kleen-Stik ideas 
to help you create sales-winning 
P.O.P. Write today on your 
letterhead 


rocesses 


““AFTER PRINTING’ K-S PROCESSES 
unmatched Variety...Convenience...Economy! 


— N algy Bam 


Cee Slice ®nd Serve 


Sat 


ay 


= eo Wer Gung 
OY Gare 
= ss eon wer room 


YOUR REGI ve PRINTER, 1 


' nter to shou you samples of these 


— Or iwiite d 


K LE ER- aT B4 Products, Inc. 


7300 N. Wilson Ave. ¢ Chicago 31, Ill. 


Plants in Chicago, Newark, Los Angeles and Toronto, Canada 


Pioneers in Pressure-Sensitives for Advertising and Lal 
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FIRST in a Series 

of advertisements 

to acquaint you 

with Colonial Neon, 

its growth, its customers, 


its products and 


newest developments 


Plastic, metal, neon, fluorescent 
whatever your requirements, if 
it will stand the test of time, 
Colonial’s skilled union crafts- 
men will make it better ! 


The number of continuous 
years we have worked with 
leading national advertisers 
is Colonial’s best recom- 
mendation 


COLONIAL NEON NEW YORK, INC 
11-08 36th Ave., L.I.C., N.Y 


COLONIAL PLASTICS CORP. 
22 Nesbitt St., Newark, NJ 


COLONIAL ELECTRIC PRODUCTS 
1-115 Market St., E. Paterson, N.J 


COLONIAL NEON NORTHERN, INC. a j Ly 
466 Blue Hill Ave., Boston, Mass. E 
COLONIAL NEON SOUTHERN, INC. 
308 S. Linwood Ave., Gastonia, N.C. ee 


2901 Tonnelle Ave., No. Bergen, N. J. e LOngacre 5-2344 e UNION 7-5057 








The history of COLONIAL is the history of the illuminated 
display business. From pioneers in the field 

of small neon displays, to a giant 6 plant operation 

of over 160,000 square feet, producing the 

finest quality illuminated display units for 


the nation’s “blue chip” advertisers and agencies. 


FOR OVER 24 YEARS A LEADING MANUFACTURER 


No job is too challenging tor 
Colonial! An order for one 
gigantic replica of a Hereford 
bull was faithfully produced of 
glass-reinforced polyester for the 
American Hereford Association 
in Kansas City 


OF OUTDOOR AND INDOOR SIGNS 


From basic design ...to finished product... 
to installation .. . to maintenance service . . . COLONIAL 
and only COLONIAL is staffed to do the complete job. 
Big? Yes, but accommodating and competitive. 
Our equipment is the newest and most efficient to be found 
in the industry. This enables us to deliver every 
job in the shortest possible time, and at a 
surprisingly low cost for 
quality second to none. 
You are cordially invited to inspect 
our facilities and consult with us on yous 


next sign problem. 





The AR Album of 


Point-of-purchase displays are being called upon to do 
more and more of the selling job. AR presents a selection 


of the more interesting and ingenious pieces recently 
produced. 


sssssss=s 
SE EzSseecce 


Point-of-purchase displays have 
loathe’ high standards to meet if they are 
fe Soke to be successful. First of all, they 

Heavenly heart Strings must be successful in helping move 
Ide merchandise. They must be appeal- 
ing enough to the retailer, and 
simple enough to erect, to get used. 
They must be economical to pro- 
duce and ship, sturdy enough to 
keep looking attractive. Not many 
meet all these requirements, but 
AR has been able to select a group 
that come close to meeting most of 
them and that, by all reports, de- 
serve a place in the roll-call of suc- 
cessful p.o.p. displays. 


. Mitchell's Air Conditioner 


a 


3. Lentheric’s Periumes 


sd 


rurcs' i 
2. Henri’s Salad Dressings 


isis | = “pe 
a % TS’. 


| TAS-TEE 
VY yest 


TRY oS FRENCH the Freech dressing with an American eecont 


“ 4. Ekco’s Can Openers 


’ §. Barr’s Rubber Balls 
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Point-of-Purchase Displays 


1. Mitchell's Portable Air Con- 
ditioner . . This life-size, full- 
color display sets up in seconds. 
It uses the shipping carton as a 
base on which an actual conditioner 
sits. By having the display simu- 
late a girl carrying the unit, it im- 
mediately answers any 
garding its portability. 

The unit was designed and pro- 
duced by Display Workshop, Chi- 


doubt re- 


cago. 


2. Henri’s Salad Dressings . . 
A pair of basket-type displays are 
being used by this Milwaukee com- 
pany. The larger holds regular bot- 
tles, while little brother is used 
for sampling. Eight colors are used 
to vividly show the foods which 
the dressings can enhance. The 
background is white, on corrugated 
paperboard. 

The design is by the Mautner Ad- 
vertising Agency, Steve Zivko, AD, 
and the baskets were printed by 
Stone Container Corp 


3. Lentheric’s Perfumes .. A 
combination package, the display 
permits dealers to show two scents, 


each intriguingly packaged in a 


SPORT 


cardboard and foil holder, making 
selection simple and shopping fasci- 
nating. 

The piece was designed by Len- 
theric’s art department, while Feder 
Industries, New York, produced the 
display itself. 


4. Ekco’s Can Openers... A com- 
plete department in less than three 
feet of counter 
with this 
display. 
openers, 


space is offered 
permanent, multi-color 
It has room for a stock of 

each handsomely _ gift- 
boxed in the same colors as the 
display—turquoise, white, green and 
black. 

The unit was designed and built 
by W. L. Stensgaard and Associates, 
Chicago. 


5. Barr’s Rubber Balls .. To 
display vari-sized rubber balls, the 
dealer can put together this stand 
made of five pieces of corrugated 
board. Standing 18” high, it holds 
13 balls. 

A black corrugated display box, 
with a die-cut of unusual shape, 
performs the difficult task of hous- 
ing a basketball and basket set. 

Both were designed and produced 


4 6. Ronson’s Cigaret Lighters 


by Hinde & Dauch, Sandusky, O. 


6. Ronson’s Cigaret Lighters . . 
To take advantage of the often un- 
used narrow space between wall 
cabinets, Ronson is distributing this 
tall, slim display piece, only 
214x23,” which holds four lighters 
Each rests on an individual die-cut 
platform, and is held firmly in place 
by an elasticized cord. 
Lane Display, New 
duced the piece. 


York, pro- 


7. Fairbanks-Morse Products. . 
This unit is designed for dual use. 
By changing the insert and the 
stereo-slide, it can be used to pro- 
mote cither the power mower or 
the water softener. 

The viewer was a View-Master 
by Sawyer’s Inc., Portland, Ore. 

The unit was by Hutcheson Dis- 
play, Omaha, Neb. 


8. Dow Corning’s Fabric Finish 
- »« Dow Corning Corp., in coopera- 
tion with Simmons, vividly dem- 
onstrated the resistent quality of 
the silicone finish with this life- 
size sculptured cardboard piece. 
The slogan “Safe with Syl-mer” 


4 7. Fairbanks-Morse Products 


FAIRBANKS- MORSE 


a name worth remembering ¥ 
when you want the BEST 


' 


FAIRBANKS-MORSE 


WATER SOFTENERS | 


ome 


8. Dow Corning’s Fabric Finish 
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9. GE’s Automatic Blanket 

. ' , ' 10. French's Bird Products 

\ Steer SHOP . talk er ‘4 a 11. Ray-O-Vac’s Batteries 
Yes 2 oo Ge 


\ oo ae ? 12, Bates’ Stapler 
ni 3 13. Formica’s Enclosure 
14. Brown-Forman’s Bourbon 


was also used in radio, television 
and print media. 

The unit was designed and built 
by Timely Service, Brooklyn. 


98. General Electric’s Automatic 
Blankets . . This self-contained 
unit, suitable for all classes of re- 
tail stores, holds 12 blankets in 
sight, with room for 8 more. Of 
solid natural birch, a_ full-color 
header is visible on both sides. The 
unit rolls on wheels, has a built-in 
electrical outlet for product dem- 
onstration, and is 62” high, 51” 
wide and 33” long. 
It received a first prize for unit 
displays at the Allied Linens and 
BATES * Domestics Assn. show. 
Ss The unit was designed by Walter 
Marshak Inc., New York. 


10. French's Bird Products . . 
This bin, which will contain both 
parakeet treat and seed, is topped 
with a moving cut-out of the small 
girl and parakeet featured in the 
company’s ads scheduled for news- 
paper supplements. 

The artwork was done by G. 
Rapp, Philadelphia, the bin printed 
by Smith Lithographic Co., San 
Francisco, and the backer by Great 
Lakes Press, Rochester, N. Y. 


11. Ray-O-Vac’s Batteries .. 
This jumble display pack has two 
features of interest. The cells are 
packed by twos in a_pre-priced 
polyethylene bag, and the shipping 
carton converts easily to a _ store 
display. The dealer simply slits the 
tape on the bottom of the box, lifts 
off the top, jumbles the bags with 
a sweep of his hand, inserts the 
shelf talker, and he is in business. 
The package was designed by the 
company’s product design depart- 
ment, and produced by American 
Box Board Co., Grand Rapids. 


12. Bates’ Stapler .. To intro- 
duce a new, small stapler into the 
home, Bates is using a window or 
counter unit to display five models, 
in white, turquoise, cordovan, gray 
and chrome. With a picture of a 
contemporary home in the back- 
ground, the staplers are set on a 
sloping platform. The base of the 
display holds 12 other machines as 
basic stock. 

The display was designed and 
produced by Oberly & Newell, New 
York. 





















13. Formica’s Tub-Shower En- 
closure .. A model unit, showing 
in miniature an actual installation, 
is the latest sales aid for all who 
handle Formica products. No big- 
ger than a sample case, the model 
unit contains a small bathtub in a 
Formica-covered cove. It can be 
used to demonstrate construction 
details to architects, builders, home 
buyers and remodelers. 

Sales Productions Inc., Cincinnati, 
built the model, from a design by 
William R. Reilly, Formica’s sales 
promotion manager. 


14. Brown-Forman’s Bourbon.. 
To supplement a promotion of the 
winners of its contest for recipes, 
Early ‘Times Bourbon has developed 
this island display which invites the 
consumer to pick-up—and _ take 
home—all the ingredients needed to 
make the new recipes included in 
the free recipe booklet. 

James Doig, of Niagara Litho- 
graphing Co.’s Chicago office, gets 
credit for the design. The litho work 
was by Niagara, Buffalo, with the 
base being fabricated by Hinde & 
Dauch, Sandusky, O. 44 





Changing Scene... 


Sign and Display Field 
Points to New Views 


Since the greatest feature a sign 
or display can offer is a “something 
that’s not been seen before,” it’s per- 
haps not surprising that this par- 
ticular field is responsible for so 
many innovations. Among the news 
of new products and methods in 
signs and displays, AR notes the 
following as most interesting: 





Three-dimensional 
signs in aluminum 
or steel have en- 
tered the realm of practicality for 
the first time with the introduction 
of a new chemical milling technique 
by the United States Chemical 
Milling Corp. 

Offering economy and versatility 
in the construction of metal signs, 
plaques and trademark insignias, 
the technique is practical for pro- 
ducing 3-D signs on both flat as 
well as contoured metal forms. 

The signs produced by this new 
technique are ready for mounting. 

Complete information is available 
from the United States Chemical 
Milling Corp., 1700 Rosecrans Av., 
Manhattan Beach, Cal. 


New Possibilities 
For 3-D Signs 


Fast-Moving A 
Display Banners 


animated 
display unit that 
operates fast-mov- 
ing display banners has been de- 


new 
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FLOOR 
DISPLAYS 


DISPLAY SHIPPERS 


GIANT 
PRODUCT 
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Stout outdoor baked enamel metal 
signs represent the lowest cost and 
the most effective means of ad- 
vertising a product or service and 


identifying a dealer. 


VISIT OUR BOOTH 
POPAI EXHIBIT 
APRIL 15-16-17 
Sheraton-Astor 
Hotel, N.Y. 


a 


The Stout Sign Company is now 
serving many of the nation’s lead- 
ing advertisers. Your sign program 
can be placed in our hands with 


complete confidence. 


STOUT SIGN 


6425 West Florissont Ave St Lours 20 Mo 


A type service for 


the quality-demanding 


cost conscious buyer 


Best choice for quick 
reliable ad selling 


Choose your typographer 


with care and an 


eve lo cost 
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The Norriscaster New device from 
the Howard Norris Co. provides the eye- 
catching appeal of fast-moving display 


banners imprinted with ad messages 


veloped by the Howard Norris Co. 

Constructed of colorful plastic, 
the “Norriscaster” is powered by a 
small electric motor and fan to 
generate wind pressure. It is avail- 
able with a supply of display ban- 
ners in a wide variety of sizes and 
shapes especially imprinted with 
advertising messages. Also available 
are imprinted pressure-sensitive la- 
bels for applying to the lower base 
of the unit. 

Complete details are available 
from the Howard Norris Co., Alto, 
Mich. 


Light or Heavy 
Sign Stand 


New sign stands 
that are light 
enough for a child 
to carry, yet heavy enough to with- 
stand a heavy wind, have been in- 
troduced by Aluminum Base Mfg. 
Co., Pittsburgh. 

The secret in the unit is in the 
hollow base which can be filled with 
water or sand for heavy-weight sta- 
bility. Unfilled, the 
named appropriately enough “U- 
Fil-It-Base,” comes in two. sep- 
arate aluminum sections that weigh 
only three pounds each. 

Additional details are available. 


sign stand, 
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New Colors 
For Silk-Screen 


New 


color 


flexibility in 
selection for 

screen process op- 
erators is in the picture with the 
introduction of a new color-inter- 
mix program from Sherwin-Wil- 
liams Co., Cleveland. 

Called the “Custom Intermix 
System” the program offers 102 
fast-dry screen process colors that 
can be made by simple intermixing 





FIRST CLASS 
Permit No. 95 
| (Sec. 34.9, P.L. &R.) 
|, — ILLINOIS 


. Qusesmnmbec coamti.«. 1. © 
BUSINESS REPLY CARD 
| No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for 3 years (36 issues) at $6 No extra postege for Canada or Pan Amer- 


1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


Payment enclosed Bill my firm Bill me 


Firm 


na or 


Firm Address 
Cis 
City 


Nature of Business 


Advertising Requirements ~- 200 €. Illinois st. - 





Chicago 11, 





of the company’s sixteen Speed 
Print colors. 

The colors offered in the system 
are keyed to popular preferences 
and formulas for mixing to the de- 
sired shade are presented on a 
color wall chart. The chart is de- 
signed to show each custom color 
and lists the proportions of stand- 
ard colors needed to produce it. 

Further details on the “Custom 
Intermix System” are available. 

. . « for more details circle 404, page 121 


Do-it-Yourself 
Display Signs 


On-the-spot count- 
er or display signs 
in a matter of 
minutes are possible for the retailer 
now with the introduction of the 
“Line-O-Scribe” machine from the 
Morgan Sign Machine Co., Chicago. 

In addition to eliminating waiting 
time for outside services to produce 
these types of signs, the new ma- 
chine now makes possible a planned 
sales promotion program within the 
store at a minimum cost. 

The machine can be operated by 
one person and is delivered with a 
supply of copy-control forms, tips 
on layout and writing sign copy. In 
addition, it also offers a new type- 
face—developed especially for Line- 
O-Scribe—called Beaufonte that is 
particularly good for fashions and 
quality merchandise. Other type- 
faces are available and the machine 
is capable of printing several type- 
faces and colors at one time. 

An economy model, that prints 
up to 7x11” signs, is available for 
$175. Other models are available 
for producing printed display cards 
from price tickets up to 22x28”. All 
prices include type, ink, supply of 
cards, etc, as well as the Line-O- 
Scribe itself. 

A brochure offering further in- 
formation on the complete line of 
machines and tips on the use of 
printed display signs in retail stores 
is available. 

. . « for more details circle 405, page 121 
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Do-It-Yourself Signs . . . New Line-O- 
Scribe machine, developed by the Mor- 
gan Sign Machine Co., 
spot’ 
cards. 


features ‘’on-the- 


printing of display or counter 


When the “‘Signs’”’ are right. . 
YOU GET RESULTS! 


Want to get sales results beyond your expectations? 
You won’t wait long when your merchandising plans 
call for signs by Texlite. More than 75 years of prac- 
tical experience and technical skill enable Texlite to 
design and engineer quality signs.. signs that com- 
mand attention and produce better, at less cost per 
sale, than any other medium you can use. Whether 
you need 10 signs or 10,000..in porcelain enamel, 
plastic or combinations of the two materials. . let 
Texlite prove to you that quality pays! Four hun- 
dred craftsmen, with the complete resources of a 
modern 160,000 square foot plant, are ready to fill 
your every sales-sign need. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives... This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 


the nation’s most successfully sales-minded 
companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way 


Dallas, Texas 


Offices in Principal Cities 


POPAI Show, Sheraten-Astor Hotel, N.¥.C.—April 15-16-17 |204-205 


ENAMELED BE ANIKS 


®Tackers ®Real Estate ° Traffic Control 
©Circles License Plate ¢ Steel © Aluminum 
©32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 
725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


ATTENTION 


GETTERS! 
DOUG MACK'S 
“MOPPETS” 


Hundreds available 
Exclusive use. 
' Low Priced 
} WRITE YOUR NEEDS 
Ps AND REQUEST 
SAMPLES 


ae = wee fa DOUGLAS MACK 
“Think we con talk 1550 Church St. Son 
them into a merger?” Francisco 14, Calif. 


x 
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Industrial Direct Advertising 
Written to meet the needs of your particular 
roblems. Hard-hitting campaigns, letters and 
rochures, that pre-sell your products and 
double the production of your Sales Staff. 


It costs you nothing to talk it over with us. 


CHASE & RICHARDSON, Inc. 
T8 E. 41st St., New York 17,N.Y. MU 4-4390 
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Color 


Color is assuming an increasing role of importance in 
modern industrial design. The application of 

color to equipment and appliances is not merely 

for visual appeal. Color is often employed for maximum 
efficiency. For example, a panel board for push- 

button controls offers fewer chances for human error 
when the push-buttons are of different colors. 


The greatest strides in graphic uses of color in advertising 
can be seen by comparing current magazines with 

those of a few decades ago. Photomechanical methods of 
reproducing color on the high-speed printing 

presses of today have been greatly advanced. Color 
photography has also come into its own in 

the commercial art field that supplies the advertiser with 
pictorial subjects. Color helps to sell goods today. 


Keeping pace with new graphic developments, Westvaco 
paper-making skill is buttressed by research that 
provides printers and advertisers with fine papers for 
color reproduction. On the right is a striking color 
photograph reproduced by offset lithography on Pinnacle 
Offset, Blue White [Vellum]. This distinctive paper 

may also be specified in cream white; it is available, too, 
in regular finish, blue white or cream white. It is 

just one of many Westvaco Quality papers produced for 
specific requirements of various printing methods. 


Keep posted on new graphic ideas in the world of color 
reproduction by getting a copy of Westvaco 

Inspirations. This publication puts you abreast of new 
trends in creative design and typography. Obtain 
Number 210 by phoning or writing to a Company address 
listed below, or to your nearest Westvaco distributor. 


Cover photographer 


Stephen Colhoun, distinguished American photographer, is best known 
for his fashion pictures of beautiful women. Equally fine 

are his photographs of personalities and still-life objects. Representing 
the latter is the colorful one here; the subject being pure white 
geometric forms, photographed in four color-filter exposures on one 
transparency. Born in Philadelphia in 1921, Mr. Colhoun lived 

in California and Colorado before attending Hartford’s Trinity College. 
A student of aeronautical engineering and a navigator in the 

Air Force, he worked in Wall Street and Madison Avenue before his 
photographs appeared professionally in Mademoiselle Magazine. 

He has recently photographed President Eisenhower in Washington. 
The father of three children, he participates in national 

and international racquets competition when not behind the camera. 


West Virginia 
Pulp and Paper Company 


Sales Offices: 

230 Park Avenue, New York 17 

35 East Wacker Drive, Chicago 1 
503 Market Street, San Francisco 5 




















HOLLYWOOD | 
Loge Disflay| 


DRAPES 


Perfect for 


EXHIBITS * CONVENTIONS * FAIRS 
* STORE BACKDROPS & VALANCES 
* SALES MEETINGS * SHOWROOMS 
* WINDOW DISPLAYS °¢ TABLE 
DISPLAY COVERS * DISPLAY ROOM 
CURTAINS * TV BACKDROPS °¢ 
CHAIR SLIP COVERS 


Here is the magnificent, 
memorable, modern way to 
achieve name display. Holly- 
wood Logo Display Drapes use 
your name or trademark to 
provide a complete, flexible, 
colorful background that is 
easy to ship, shape, hang and 
drape. Flameproof and dry 
cleanable. 


Your First Low Cost Is Your Only 
Expenditure. Saves Big Money Be- 
cause You Do It Yourself! 


Send for FREE sketch of your trade- 
mark or trade name in fabric de- 
sign. Also free colorful idea booklet 
on logo drape display. 


HOLLYWOOD BANNERS Logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street * 


New York 16, N. Y. ba 





SELL-PRINT, inc. 
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TELEPHONE: OR 9-4790 


Their first impression of you or your product 
is the beginning or the end of a sale. 


The sign in your window, on your 

counter or wall or in front of the store is the 
way your customers will judge 

you. Call or write today for full details 
regarding the all-new completely different 
Plexiglas Signs. These signs are tailor 

made for interiors, walls, windows, counters, 
point-of-sale pieces, outside hanging 

signs or what have you. 


No order too large or too small 
for us to handle. 


ILLUMINATED PLEXIGLAS AT ECD. BY 
612 N. Michigan, Chicago 11, Ill. 


Variety of Cardholders 
illustrated in Catalog 


A variety of cardholders, includ- 
ing a new addition of units for ap- 
pliances, are illustrated and speci- 
fied in a new catalog from Ameri- 
can Fixture Inc., St. Louis, Mo. 

Trademarked “Fotoflair,”’ the 
cardholders are available in satin 
chrome plate, polished brass, and 
polished chrome-plate. Styles in- 
clude units for bulletins, open dis- 
play merchandising, counter and 
rack use, etc. 

All cardholders in the line are 
made of %x7/16” Fotoflair style 
channel with mitered, welded cor- 
ners. 

Complete specifications and or- 
dering information is included in 
the catalog. 
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P-O-P Booklet Discusses 
Motion and Light Use 


A new bulletin discussing “How 
to Use Motion and Light for Point- 
of-purchase Displays” has been re- 
leased by Haft & Sons Inc., Brook- 
lyn. 

The Haft bulletin contains photo- 
graphs and cutaway drawings of 
the company’s complete line of light 
and motion units with explanations, 
in non-technical terms, of the most 
effective methods of use. 
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Reflective Glass Beads 
Developed For Signs 


New improved reflective glass 
beads for white and yellow road 
signs have been introduced by 
Flex-O-Lite Mfg. Corp., St. Louis. 

Offering “’round the clock legi- 
bility” without dead spots or sur- 
face glare, the beads are weather, 
water, dirt and wear resistant. They 
are available in a variety of sizes. 

Details on a kit that contains 
beads, binder and a surface “pro- 
tector” are available. 
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By golly, it works! 





A Guide to Direct Mai 


@ How to Plan a Direct Mail Program 


@ Planning Mail Order Strategy 


@ How to Build a Mailing List 


© @e This, the fourth in AR’s cur- 
rent series of bonus features, pre- 
sented a peculiar problem. Direct 
mail is so simple on the surface, so 
complex in its ramifications, that 
of any article risks the 
danger of being too elementary for 
ar some, too advanced for others. We 
have tried to steer down the mid- 


summary 


dle, and comments from industry 
leaders who have seen an advance draft indicate 
that, on the whole, we have succeeded. This feature 
should be a valuable guide to the beginner, as well 
as a useful reference for the more experienced. 

In preparing this feature, we have drawn heavily 
on articles published during AR’s first five years, 
especially “How to Build a Mailing List” (April, 
1953); “12 Steps to Better Direct Mail” (April, 
1954) by Arthur H. Vasterling; “The Seven Priceless 
Ingredients for Direct Mail Success” (June, 1954) by 
Lawrence G. Chait; “Are Amateurs Ruining Direct 
Mail?” (October, 1956) by Dick Hodgson; and “Nive 
Key Elements of an Effective Direct Mail Package” 
(November, 1957) by William Baring-Gould. 


Direct mail is the one medium which can be used 
effectively by the biggest industrial corporation and 
the corner grocer alike 
product or service to sell. 


by anyone who has a 


It is a growing medium. Even the conservative es- 
timates of annual direct mail volume issued by the 
Direct Mail Advertising Assn. show an increase from 
less than $500,000,000 ten years ago to $134 billion 
today. Actually, there is plenty of reason to believe 
that the actual direct mail volume may be closer to 
$3 billion annually. 

The reason that it is hard to pin down the actual 
volume of direct mail is that it is impossible to define 
the dimensions of the medium. Does a personal busi- 
ness letter that attempts to make a sale, for example, 
constitute direct mail? And how about the thousands 
of catalogs produced each year by American com- 
panies and sent through the mail? Then there are 
such items as statement enclosures, external house 
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organs, various association mailings to members, etc. 

Actually, the total size of the medium is of little 
importance in developing an effective direct mail 
program just as long as you recognize that it is a 
giant medium and everything sent through the mails, 
like all advertising, faces heavy competition for 
readership. Nevertheless, a tremendous amount of 
direct mail fails miserably in the readership compe- 
tition. 

Not only is direct mail the universal medium, but 
it has long been a do-it-yourself medium. On the 
surface, direct mail appears to be a simple operation 
that can easily be handled by almost anyone. Such is 
far from the truth — if direct mail is to be used ef- 
fectively. 

Fortunately, there is a growing recognition of the 
role of direct mail advertising specialists. Not only 
are regular advertising agencies adding direct mail 
experts to their staffs and actively recruiting their 
clients’ direct mail advertising, but specialist direct 
mail agencies and counselors are becoming an im- 
portant part of the advertising industry. 

As competition for direct mail readership con- 
tinues to increase, the final day for the direct mail 
amateur draws closer. 

One of the first steps in doing a professional direct 
mail job is to recognize that there is a difference be- 
tween direct mail and mail order advertising. While 
mail order is almost always aimed at drawing im- 
mediate orders for specific merchandise, direct mail 
can do many jobs and most of them do not in- 
volve an immediate order from the recipient as evi- 
dence of success. 


PLANNING DIRECT MAIL 


Direct mail is not the same as mail order. In the 
latter, the object of the mailing is to produce a sale, 
to get enough of the recipients to send in the order 
Direct mail is aimed at producing action, but not 
necessarily one involving the immediate expenditure 
of money. 

Direct mail may be aimed at increasing the stature 
of the sender, so that the recipient may receive the 
next sales approach in a friendlier attitude, or it may 


DW 422410 





A Guide to Direct Mail= 


be aimed at persuading him to vote, to write a letter, 
to do any number of things, most of which are not 
directly measurable. 

While some of the preceding tips for mail order 
strategy can be applied directly to direct mail, the 
latter has many additional aspects which should be 
considered. The following 10 tips for making direct 
mail do a job for you were prepared by R. L. Polk 
& Co. 


1. Demand Attention with Your Mailing . . 
“Get Attention” is the first rule in the writing of a 
good advertisement. It can’t make sales if it isn't 
read; it can’t be read if it isn’t seen; and it won't be 
seen unless it gets attention. 

Don’t underestimate the intense competition you 
face in getting attention. People aren't waiting 
breathlessly for your advertisement. You’ve got to 
earn their attention either by layout or by head- 
line and preferably by both. 

The principal purpose of a layout is not to win 
admiration for its esthetic beauty rather its 
function is to get and hold attention, thus helping 
your copy win the chance to do a selling job. Lay- 
outs that hold attention have the same characteris- 
tics as good selling copy: 1. They should be inter- 
esting to look at and 2. They should convey a feel- 
ing of movement and action. 

To win attention with your headline, make it hold 
out a specific promise to do something that people 
want done for them or, negatively, to end some 
condition which people want to get rid of. 


2. Give Complete Information On Your Product 
Or Service .. More and more it is becoming obvious 
that good direct mail advertisements are highly in- 
formative advertisements. “Cute” messages — ad- 
vertisements that are silly, vacuous, giggly or ju- 
venile are invariably failures in direct mail. In 
other words, you would do well to study the ad- 
vantages of “hard sell” in your message. Hard sell 
does not mean brag-and-boast, exaggeration, dis- 
honest promises. It does mean a detailed explanation, 
factual and credible, of why the product will deliver 
the promised benefits. 

Very often your prospect knows a great deal about 
your product and service and about what your com- 
petitors have to offer. Give him information 
plenty of it horsepower of a motor, measurements, 
color, sizes, costs. Your reader can’t see your product 
or service he can’t feel it, taste it, or have it dem- 
onstrated. So be certain, at least, that he gets all he 
can read about it. And it is usually well to state the 
price. 


3. Show Your Prospects the Advantages of 
Your Product or Service .. Above all else, people 


ask the question of your product or service, “What 


Will It Do For Me?” Let’s assume that your layout 


and headline have created attention. To hold that 
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attention, you must show your reader an advantage 
and keep showing him. 

Show people what they can save, gain or accom- 
plish with your product or service. Show them how 
it will increase their mental, physical, financial, so- 
cial, emotional, or spiritual stimulation, satisfaction, 
well-being or security. 

Or, you can be negative about it. You show them 
what risks, worries, losses, mistakes, embarrassment, 
drudgery, or other undesirable conditions your prod- 
uct will help them to avoid, lessen or eliminate. 

Always keep in mind that people want to gain 
better health . more comfort . More money . . 
more leisure greater popularity ... pride of ac- 
complishment improved appearance . . . business 
advancement security in old age 
vancement ... praise from others . 
enjoyment 


social ad- 
. and increased 
. among other primary “drives” in life. 


4. Prove These Advantages .. After you have 
presented the advantages of your product or service, 
go ahead and “prove it.’ That doesn’t mean “proof 
positive,’ but it does mean the stating of facts that 
your prospect can understand, perhaps even facts 
with a certain emotional appeal. 

Here’s a check-list of just some of the ways in 
which you can advance proof: 1. Specifications of 
quality; 2. Expert evidence; 3. Commendations of 
users; 4 “Demonstration” reasons; 5. Background 
of manufacturer; 6. Sales records; 7. Official recog- 
nition; 8. Discriminating outlets; 9. Dramatic per- 
formance; and 10. Guarantee. There are hundreds 
of other ways to “peg your evidence.” 


5. Sum Up These Advantages .. You are now 
ready for some sort of “closing argument,” just be- 
fore you ask him to make a decision. You have 
gained his attention, pointed out the advantages and 
proved them. But you need to go further in helping 
him to grasp these advantages. 

Motivate these benefits even more definitely than 
you have done before. Put “wheels” on your argu- 
ment. If you are selling a suit of clothes, for example, 
you have told your prospect that he will look well in 
it and that the reputation of the manufacturer makes 
it a wise purchase. But then go ahead and remind 
him of how this kind of suit assures him of the well- 
groomed appearance that goes with success, that en- 
hances business and social advancement. 


6. Press For Action From Your Prospect . . 
If you want your advertisement to get ACTION for 
you, you've got to ask for it. Too many attractive 
advertisements fail to do that. First, decide what 
kind of action you want from your prospect. Do you 
want him to mail you a return postcard, fill out a 
coupon, phone you, request your catalog, ask you for 
more information, call on a dealer, send you a money 
order, or what? 

After you have determined the action you desire, 
don’t let the interest, desire and conviction that your 
mailing piece has created go to waste ask for 
ACTION! 

7. Be Sincere In Your Message . . Sincerity is 
one of the most positive attributes that your mailing 
can possess. Don’t say, “This offer good for only 10 
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days,’ then send out the same mailing several times 
using the same “ten-day” offer. You don’t have a 
chance if the same person gets that kind of mail. 
Don't tell a prospect anything that you know isn’t 
true. 


8. Don't "Tie Strings” To Your Proposition . . 
Do not abuse the word “free.” The Federal Trade 
Commission is clamping down on offenders. When 
you say “free” you had better mean just that. 
Get a copy of the Commission’s rulings on typical 
cases, in case there is any question in your mind. 


98. Keep Informed On Postal Regulations . . 
You will save money, time and headaches if you first 
submit your mailing pieces to your local post office 
for approval while the pieces are still in the 
planning stage. We shall discuss postal regulations 
briefly here, but remember that the post office 
authorities have the final information upon which to 
base your mailing decisions. 

Most direct mail pieces fall into the third class 
category. They do not require first class handling. 
They weigh less than eight ounces when ready for 
mailing. Multigraphed, mimeographed or other re- 
productions of typewriting can be mailed third class 
when they bear no writing, and when 20 or more 
identical copies are mailed at the same time. 

All bulk mailings under bulk rate must be sep- 
arated into States and Post Offices when there are as 
many as 5 for any State or Post Office. Each bundle 
must be tied securely with cord and labelled to in- 
dicate State and Post Office. When there are less 
than 5 pieces for a Post Office, it is only required 
that they be tied in State bundles. 


10. Keep Your List Alive and Accurate .. 
You are on the right track in your use of Direct Mail 
by choosing a quality list. 

Nevertheless, you must 
Americans move around 


face up to the fact that 

that changes and in- 
accuracies are bound to be in the list and they will 
grow with the age of the list. People will retire, firms 
go out of business. Two families on every block in 
America move within a year’s time. These changes 
are constant. You must keep the “dead wood” out of 
your list. You can’t expect a prospect to buy your 
product unless your mail reaches him. 

To secure information on removals, corrections, 
etc. from the Post Office, Postal Form 3547 may be 
requested by imprinting a note on the lower left of 
your mailing piece. 

By constantly correcting and adding valid names 
to your list, you will gain a valuable asset to your 


POSTAL RATES 


As this issue goes to press, the new postal rate bill has not 
yet passed both houses of Congress. Since the final rates 


are still in question, we are omitting all description of 


rates. However, as soon as the bill is signed, we shall 
have a special addition to the Adman’s Handbook, giving 
you an up-to-date summary of the appropriate rates as 
they affect advertising. 





expanding business. 

Be sure to ask for zone numbers. Their proper use 
will speed up delivery, especially if you cooperate 
with the post office’s request to sort by postal zones. 


PLANNING MAIL ORDER STRATEGY 


There are at least seven factors which you must 
consider prior to the launching of any mail order 
program. All of these are essential. 


An excellent product or service. 
Need for the product. 
Describability of the product. 
Repetitive sale of the product. 
The offer. 

The guarantee. 

The integrity of the seller. 


» Let’s discuss these one by one: 


1. An Excellent Product .. There is no field of 
sales endeavor in which the excellence of the prod- 
uct is as basic to success as is the case in advertising 
and selling by mail. Be sure that the quality of you 
product always measures up to your promise. 


2. Need for the Product . . When you attempt to 
sell something through the mails, you have in your 
favor no compulsion beyond the printed word. The 
reader of your mail message cannot see, or feel, or 
test or discuss your product with you. There is no 
compelling sales personality on the scene beyond 
that which you are able to put across on paper. 

Thus the buyer by mail must have need for the 
product offered. As a matter of fact it is best when 
there is almost a compelling need for it. 


3. Describability of the Product .. In a large 
amount of direct mail, many of the items offered can 
be described only with great difficulty. Some of the 
letters can talk glowingly, interestingly, even ro- 
mantically of the item brought to the attention of the 
prospective purchaser. 

It is not necessary that every product advertised 
or offered for sale through the mails be surrounded 
with the same glamor or allure, but certainly you 
should be able to build a product description which 
creates a substantial desire. 


4. Repetitive Sales .. There are some products o1 
services which can be advertised or sold through the 
mail on a “one time shot” basis. Most of us, however, 
face a situation in which it costs so much to place 
accounts on our books through mail efforts that we 
must count on repeat sales to bring us a profit. 
Now obviously it is not entirely necessary that 
you stick to only one product. A large segment of the 
most successful users of direct mail advertising op- 


erate on a “family of items” basis; i.e., they sell 
through catalogs. 
But the principle remains the same it is a rare 


direct mail operation which is not aimed at repeat 
orders. 


5. The Offer . . Possibly least understood of all the 


basic components of successful mail order is the sub- 
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ject frequently referred to by old pros in the busi- 
ness as “the proposition.” 

A successful direct mail offer requires a very 
shrewd appraisal of your product and the prospect 
market. Beyond that your offer requires constant 
testing and retesting for changes in economic climate 
and changes in the public need for your product or 


service 


6. The Guarantee . . Whoever discovered the im- 
portance of the guarantee in direct mail advertising 
deserves great recognition from the fraternity! Basic 
to many of the great direct mail successes of our 
times is that simple phrase which gets so many cus- 
tomers over the barrier: “This product is guaranteed 
to be exactly as advertised and your money will be 
cheerfully refunded if you are dissatisfied in any 
way.” 

It is a truism that the more successful the user of 
direct mail, the stronger his guarantee will be stated. 

All of these phrases have a built-in sense of se- 
curity for your prospect. They make him feel you 
have unlimited confidence in your offering and for 
that reason the prospective buyer will have added 
confidence in you. 


7. The Integrity of the Seller .. This is a quality 
that is inherent in the whole mail order campaign. 
While codes of ethics are part of the picture, they 
cannot be the whole. Only when a company behaves 
with integrity over a long period of time can a cor- 
porate image grow up that is conducive to encourag- 
ing response on the part of potential customers. 


BUILDING A MAILING LIST 


Fundamental to all direct mail activity is the list 
to which the pieces will be sent. Many experts con- 
sider the selection of the list as the most important 
single factor in the success of a direct mail campaign. 

Before you can actually start to construct or look 
around for a list, you must decide what kind of peo- 
ple you want to reach. That means an examination 
of your direct mail objectives your reasons for 
using direct mail. Whom do you want to reach? 


’ The best place to begin digging for names is in 
your own backyard. Your company records should 
be a valuable source of names because they include 
people with a proven interest in your products — 
with mailing addresses provided. 

First, check your past sales records. What com- 
panies purchased your products in the past? Who 
signed the order? Who was the purchasing agent and 
who influenced the sale? Whom did the salesmen on 
each account correspond with? This 
should be in your records. 

Check your correspondence files. Who 
made inquiries about your products in the past? Was 
that inquiry converted to a sale? Don’t overlook the 


information 


general 
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correspondence that your research or engineering 
departments have had. 

Go over the records of your distributor organiza- 
tions if you can. You can explain that your direct 
mail campaign is going to benefit them as well as 
yourself. If they maintain credit records, you can 
find considerable information in credit checks. 

Contact all of your salesmen and ask them to sug- 
gest the names and addresses that they would like on 
the list. In addition to their own records, salesmen 
often have an “informal file” of people in companies 
they are interested in. Ask them to make sure to in- 
clude these names and any others they can think of. 
You might make up a form for this purpose. 

Don’t overlook your technical and sales service 
people. They often know important people in com- 
panies through their professional associations or 
alumni connections. The executives in your com- 
pany are in the same category — they know other 
executives that belong on the mailing list. 

Take all the names you can gather by this informal 
process and list them geographically. You'll find a lot 
of duplication, but you'll also find that you have the 
nucleus of a mailing list. Send a copy of the names 
on this list which fall into each particular sales man- 
ager’s territory to that sales manager for confirma- 
tion, addition or deletion. 


> You may want, however, to go beyond your own 
names in building your list. There are many effec- 
tive sources for obtaining additional names. These 
suggestions may give you some good leads. 


1. Trade directories . . Practically every industry 
has a directory, issued either by a trade association 
or a business publication in that field. The cost is 
usually low. 

Sources of these lists can be found in the follow- 
ing publications: 
Directory of Mailing List Sources, Dartnell Corp., 
4660 Ravenswood Av., Chicago 
Guide to American Directories for Compiling Mail- 
ing Lists, B. Klein & Co., 27 E. 22nd St., New York 
Industrial Marketing's Market Data Book, 200 E. Il- 
linois St., Chicago 
American Business Directories, Public Affairs Press, 
419 New Jersey Av., SE, Washington 


2. Federal government .. A good source. The 
Department of Commerce issues Market Research 
Sources, while the Government Printing Office has 
a free list entitled Directories and Lists of Persons 
and Organizations. 


3. Associations .. There are various lists of groups 
and organizations that are easily obtainable. Here 
are some of them: 

Handbook of Technical Societies and Institutions of 
the U. S. & Canada, National Research 
2101 Constitution Av., Washington 
National Associations of the United States, Govern- 
ment Printing Office, Washington 

Encyclopedia of American 
search Co., Detroit 


Council, 


Associations, Gale Re- 


4. Official lists . . Try county clerks, justices of 
the peace and other local government sources for 
lists from tax records, birth registrations, 


mar- 
riage licenses, building records, etc. 
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5. Membership lists . . Many organizations com- 
pile directories of their members, and have avail- 
able copies in printed form. Write the headquarters 
of the organization in which you are interested. 


6. Telephone directories . . You can purchase 
telephone directories, either alphabetical or classi- 
fied, for any city in the country through your local 
telephone company. In some cities, directories that 
list families by street or phone number are also 
available. 


7. Community directories . . Many towns have 
printed directories listing all residents and/or busi- 
nesses. Try the local chamber of commerce or the 
newspaper of the community you are interested in. 


8. State directories . . Many state departments 


of commerce issue directories of manufacturers. 
Frequently these give very complete information, 
including key officials. 

Send 25c to Business Librarian, Public Library, 
24 Commerce St., Newark, N. J., for a helpful list 
of state industrial directories. 


9. Social registers . . Many cities have social reg- 
isters, which include the names and 
prominent people in the community. 


addresses of 


10. Credit rating books . . Such reference vol- 
umes as Dun & Bradstreet’s, Lumberman’s Credit 
Assn., etc., are excellent sources of names, but 
street addresses are not given, and must be obtained 
from other sources. 


11. Publishers’ lists . . Many business paper pub- 
lishers have excellent mailing lists 
rental or purchase. 


available for 


12. Conventions and exhibits . . Admission 
tickets which have stubs with names and addresses, 
guest books at booths, guessing contests, registra- 
tion lists, all offer good sources of names. 


13. Contests and premiums .. Responses to na- 


tional or local contests and premium offers provide 
extensive lists. 


BEST OF AR 
REPRINTS 
AVAILABLE 


Reprints of all articles in this ‘‘Best of AR 


following publication 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more 
15c¢ each; lots of 100 or more 
available are: 
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303 .. A Basic Guide to Business Films 

304 ..A Basic Guide to Direct Mail 

Order by number from Reprint Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chicago 11 


payment if your order totals less than $2 


series 
will be available immediately 


12 ac each. Presently 


Please 
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14. Press clippings .. Items from newspapers 
concerning engagements, marriages, births, busi- 
ness changes, new corporations, etc., can be col- 
lected to build specialized lists. This is a tedious 
process, but clipping bureaus are available to as- 
sume the responsibility. 


15. Direct appeals . . Responses to an offer in 
your ads can be saved to give you a list of people 
interested in your products or services. 


16. Classified advertising . . Properly aimed, 
this can develop, at low cost, a good list of inquirers. 


17. School lists . . Many colleges and other edu- 
cational institutions have printed directories of stu- 
dents and alumni. At graduation time it is usually 
possible to get complete lists of all graduates. The 
U. S. Office of Education publishes an “Educational 
Directory of Educational Associations and Direc- 
tories ($1 from the Superintendent of Documents). 


18. Military lists . . Any list of military personnel 
grows out of date rapidly, but for what they are 
worth, various lists are available. Local phone di- 
rectories, roster, discharge lists can sometimes be 
obtained, depending upon local conditions. Spe- 
cialized military publications often have the most 
recent and most available lists. 


19. Contributors . . Many organizations issue lists 
of those who have contributed to charitable causes. 


20. Religion . . There are specialized directories 
issued by most of the religious denominations. 

> While there are literally thousands of sources 
from which you can compile your own mailing lists, 
the job is frequently better and more economically 
handled by commercial firms which specialize in 
such services. There are two different types of serv- 
ices. 


1. List brokers 
2. List compilers 
>» List brokers are “middlemen” who locate com- 
panies and other organizations which have developed 
lists for their own purposes. They then arrange 
rental of these lists for one-time use to others. The 
broker also arranges the addressing. 

Lists are usually supplied in one of three ways 


e Addressed on your stuffed and sealed envelopes, 
which are mailed by the list owner. 

e Addressed on your empty envelopes and returned 
to you. 

e Addressed on your envelopes which are then 

stuffed with your material and mailed for you. 


Some lists can also be supplied on sheets. 
The original owner retains complete control of 
the list at all times. He makes the final 


decisions 
about the mailers to whom the list 


is rented. The 
list owner also has an opportunity to examine a 
sample of each mailing piece before accepting an 
order for the rental of his list. 

To detect theft, owners frequently insert several 
dummy names in the list. These may include the 
owner’s own name and those of his family or staff 
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similar “checks.” 

The owner of the list determines the actual rate 
to be charged for his list. While the usual fee is $15 
per thousand, it may be more or less. The broker 
charges a standard commission of 20%. 

The National Council of Mailing List Brokers has 
established a rigid code of ethics and effective safe- 
guards for the protection of both the owner of a 
rented list and the who 


with fictitious middle initials or 


advertiser uses it. 

> List compilers have ready-compiled lists of their 
These broken down into many different 
categories. For example, you can get the names of 
all the millionaires in the U. S., all car owners, all 
airplane owners, etc. 


own. are 


One of the major advantages of using these serv- 
ices is that the lists have generally been sifted for 
“dead wood.” In many cases they are also more 
complete than similar lists compiled by individual 
firms since many different lists are frequently com- 
bined to give extended coverage of specific groups. 

On a local level, letter shops and other firms 
specializing in direct mail usually have compiled 
lists of local and regional groups. Most national list 
firms also have their lists divided geographically. 

A good list house can also give you considerable 
assistance in locating lists suitable for your needs. 


THE PACKAGE ITSELF 


Having decided on and obtained your list, the next 
step is to decide what you are going to send out. 

The most common mailings consist of the follow- 
ing elements, or of some of them perhaps: 


Envelope 

Letter 

Circular 

Order Blank 

Business Reply Envelope 


Each of these has its effect on the efficiency 
impact of your mailing, and the return you 
expect. Let’s look at them one at a time. 


The Envelope .. Envelopes unhappily an 
often-neglected element in direct mail campaigns. 

We all know people who go to all sorts of trouble 
to dress themselves in their finest clothes, give 
a fresh coat of paint to the front of their house, and 
to put a modern look on their stores. Yet, when it 
comes to the envelopes in which they send their 
highly valuable sales messages, there seems to be 
a blind spot. They fail to realize that the envelope, 
like the suit of clothes, the fresh paint or the store 
front, is the first thing seen. The envelope gives the 
prospect an immediate impression of your mailing— 
favorable or unfavorable. 

Color, art and design, the weight of the paper 
stock that you use, the size of your envelope—all are 
important factors in getting your envelope opened 
and your mail read. 


are 
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So is teaser copy—although the Time mailing with 
all the copy on the envelope, which contained only a 
renewal order card, was a little extreme. 

A new device recently become available to the 
advertiser is an envelope with an extra window, 
and there are many ways to take advantage of this 
regulation. It is also possible to add impact by 
sealing third class mail, if the envelope is larger 
than 5x11%”. 

The wise mailer gets assistance from his envelope 
house in developing the most effective 
nomical envelope for each mailing piece. 


and eco- 


The Letter . . How your typist sets up a letter is 
important. Her object, of course, should be to make 
your copy look like what we hope it is—both in- 
teresting to read and easy to read. 

At least nine elements or devices in a letter can 
affect its appearance and consequently its result- 
fulnes: 


1. Datelines Many letters, for example, carry 
no dateline. Often there’s a good reason why they 
don’t. Maybe the letter is to be produced in quantity 
for use over an extended period. Yet most of us, 
when we write a personal letter, write the date in 
the upper right-hand corner of the first page. 
Since all of us want our direct mail to look as 
personal as possible—even though it may be going 
to hundreds of thousands of people—let’s personalize 
it a little if we can, at no extra cost whatsoever, by 
using a dateline. Maybe we can make the dateline 
work for us. Example: September 1957—the year 
in which the Warple Co. celebrates its Golden An- 
niversary as Your City’s favorite department store. 


2. Margins . . . Keep those at top, bottom and sides 


as generous as you can. Frame your copy as an 
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artist frames a picture. Remember that white space 
may be too precious for words. 


3. The Salutation . A third element that affects 
the appearance of a letter is the salutation. 
There are four major ways of handling the saluta- 
tion: 
® You can pay for a full fill-in: Mr. John J. Jones, 
444 East 44th Street, New York 14, New York; Dear 
Mr. Jones: 
e You can pay for a one-line fill-in, which skips 
the first three lines of the full fill-in 
simply: Dear Mr. Jones: 
® You can save money and start all of your letters 
Dear Reader: or Dear Sir: or Dear Customer: or 
Dear Friend: or Reverend Sir:—as in a letter to a 
clergyman. 
© You write a letter that starts out with a 
caption or headline. Maybe you'll want to go right 
from your headline into your letter copy. 
Most often, however, your choice is between a 
“Dear Reader” type of salutation and a headline. 
A spokesman for the headline school of thought 
puts it this way: 


and starts 


can 


“A headline is a vital necessity 
for attention value. If you don’t get attention you 
don’t get readers. Newspaper editors have yet to 
find a better substitute for a headline. Other ap- 
proaches may prove successful from time to time, 
but I venture the guess that they are either flashes 
in the pan or have not been honestly or intelligently 
tested by comparison. Until human habits themselves 
change, I'll stick along with the method that has 
proved so consistently successful since the day the 
postage stamp was first used.” 

The “Dear Reader” school of thought answers 
that by saying “A headline de-personalizes a letter, 
and personalization is essential. Newspaper editors 
may not have found a better substitute for a head- 
line, but the writer of direct mail is not writing a 
newspaper story. He’s writing a letter. And it’s plain 
not true that headlines are consistently successful 

-many users of the mail find that they consistently 

get better results when they use the ‘Dear Reader’ 
salutation instead of a headline. 
4. Paragraphing . . . Some mailers like the hanging 
paragraph. Some like to run their copy square or 
flush with the left-hand margin. Others like to in- 
dent five to ten spaces. It’s largely a matter of per- 
sonal preference. 

The one big thing to remember about paragraph- 
ing is this: keep your paragraphs short—it makes 
your letter look cleaner, more open, and _ invites 
reading. 

Many letter men, when they come to a particular- 

ly important paragraph in a letter, will indent the 
whole paragraph to the left, or indent it left and 
right, to set it off from the rest of the copy. 
S. Underlining . Like indenting paragraphs, en- 
ables the mailer to put extra emphasis on key words 
or phrases. The more this device is used in a letter, 
the less effective it becomes. 


6. Asterisks 


. In a long letter—a two- or three- 
page letter 


you ll probably come to a place where 
you want to change the mood or the subject or the 


tone of voice. You can signal the reader that you are 
going to do just that by breaking the copy at that 
point and inserting a few asterisks. 


7. Color .. . Many mailers use a second color—red, 
for example—to point up headlines or sub-heads 
or key paragraphs in letters. Others hold that this 
tends to cheapen a letter and destroy the effect of 
personalization. It’s a question of: Do I gain more 
than I lose? And it’s a question every mailer has 
to answer for himself. 


8. Type ... Here’s a tip some of you may find help- 
ful: You probably know that typewriter type comes 
in a variety of sizes and styles. Pica type, for ex- 
ample, is bigger and more legible than Elite. If your 
letters are slanted to an older audience, you might 
find that you could increase returns by using the 
easier-to-read typeface, Pica, or 


you 
IBM’s Executive type. 


might try 


9. Signature ... Now we come to the signature. In 


a volume mailing, where the signature is reproduced 
by a line cut, many mailers will run that cut in 
black to save the cost of an extra color, say a blue, 
that gives the impression that the letter was signed 
with a fountain pen. It is apparent that running 
the signature in black is a false economy—one that 
destroys any atmosphere of personalization that the 
rest of the letter may have built up. The cost of 
running the signature in a second color is compara- 
tively small—and it does a great deal to personalize a 
direct mail letter. 

Reproducing a signature about two-thirds actual 
size seems to result in a more realistic appearance. 
The lines are usually thinner, and more like hand- 
writing. 

There is another advantage to running the sig- 
nature in blue ink—at no extra cost can 
“squiggle” important paragraphs—circle them or 
run hand-drawn lines down the sides. You can even 
misspell a word in your black plate and “correct” 
it on the blue plate—draw a line through it and 
spell it correctly. If you are using a blue plate for 
the signature you can also run a PS. in facsimile 
handwriting. 


you 


> We come now to the letterhead. 

The first thing to remember here is that it costs 
no more to print a good design than it does a poor 
one. Simplicity of design is important in many op- 
erations—in selling a magazine of business like 
Fortune, for example, or a news-letter service, or 
in fund-raising work. Particularly in writing about 
a charitable cause it’s a mistake to give the impres- 
sion of spending too much money on printing. But 
a simple letterhead can still be a distinguished let- 
terhead—striking and beautiful in its very simplicity. 
On the other hand, your product or company or 
market may require that you produce an atmosphere 
of richness. This gives you a chance to use engraved 
letterheads, expensive papers. 

If you write to the same list of people very often 
it’s good to vary every element in your mailing 
including the size of the letterhead. If the first lette: 
to a given group is an 81lox1l” in a +9 envelope, 
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send the second letter Monarch. Then go back to 
your #9. 

The trend in direct mail today is toward using 
letterheads—especially among magazine 
publishers, who like to sample the contents of a 
the letterhead, and often have some 
colorful contents to sample. 

This is not to say that you cannot get some very 
pleasing effects using a single color on white stock 

_ or a single color on colored stocks. If your budg- 
et permits, you can also get a great deal of excite- 
ment out of two-color printing. 


four-color 


magazine on 


The Circular .. Let’s go on to the question of a 
circular or no circular. 

Do circular and letter perform the same function, 
or do they have different jobs? Do you need both, 
or which can you leave out—and when? 

To begin at the beginning—a wise businessman 
knows that he can’t personally call on all his cus- 
and prospects, so he hires salesmen. The 
salesmen find it impossible to make all the selling 
and goodwill-building calls needed, so the company 
writes letters. When quantity is involved, you call 
your “direct mail advertising.” You still 
think of the letter as a substitute for a personal 
call. But you may be inclined to send other pieces 
of printed matter along with the letter. 

When a salesman calls, he supplies the sell. But 
he often has with him some information about the 
product or perhaps some samples of it. So think of 
the letter as the salesman and the circular as his 
sample case. 

Since the circular is the sample case, its job is 
not so much to sell as to provide the information 
the salesman needs to sell. It contains prices, spec- 
ifications, pictures, background facts, case histories 
and testimonials from satisfied users—all of which 
ammunition for the salesman but won’t make 
the sale without him. The circular is—or should be 
too statistical, too technical, too general to stand on 
its own legs and convert a prospect into a customer. 
The circular may convince the head, but it takes 
the letter to reach the heart, where the sale is made. 
The letter, like the salesman, establishes the friendly 
bond, extends the hearty handshake, speaks in the 
cordial tone of voice. 

So which is more important—the salesman or his 
sample case? Can you leave out the letter? Well, 
can you leave out the salesman? 


tomers 


letters 


are 


> How about leaving out the circular? Yes, you can 
in some cases, just as the salesman can sometimes 
go without a sample case. 

Here, specifically, are four cases where you can 
probably omit a circular: 


@ When the product or service is well known. 
@ When the cost is low. 


* ar + April 1958 


e When the product or service needs little explain- 
ing, no illustrating. 

¢ When a strong desire for the product already 
exists. 


Conversely, you need a circular: 

When the product is not known, perhaps because 
its a new product, perhaps because it’s an old 
product entering a new market. 

When the cost is high. 

When it takes a lot of explaining or “has to be 
seen to be appreciated.” 

When desire has to be created or a real job of 
selling has to be done. 

Also, when you can’t expect immediate action 
but want the prospect to have information about 
your product or service on hand. 


> If you decide that yours is a product or service 
that can be sold better with a letter and a circular 
than it can with a letter along, here are a few rules 
for successful circulars: 


1. The circular should have an impelling headline 
with reader benefits. 
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the universal advertising medium 


2. It should picture the product or service. 
3. It should be easy to read. 


@ Type should be big and bold. 

@ Layout should lead the reader from page one to 
last page in logical sequence. 

@ Special emphasis should be given to the most im- 
portant paragraphs by setting them in italics or 
bold face or by indenting them. 


4. There should be plenty of sub-heads. 


S. You should be sure that you give all the in- 
formation that is necessary for a prospect to make a 
decision and order the product. 


6. You should make an order form part of the 
circular even though the necessary separate order 
form is enclosed with the mailings. 


> Let’s go on to the order form. It can make or 
break the sale. Here are four definite requirements 
for a well-executed order form. 


1. The copy should be clear: the offer, if there is 
one, plainly stated. 


Direct Mail Improvement 


3. Business Reply Envelope 


I iement 


—List developed by the Old American Insurance Co 


2. If the name and address of the prospect are not 
already typed or stenciled on the form, there should 
be plenty of room for him to give you his name 
and address and any other needed information. 


3. If the form is not business reply, you should 
make sure that the advertiser’s name and address 
appear on the front, the back or both. 


4. You should make the form look important. 


A second color on the reply form adds very little 
to the cost and does improve returns. If you can’t 
run a second celor, experiment with black on col- 
ored stocks. 


> Should all reply forms be set in type? There are 
very few cases where it does not pay to do so. A 
typeset form is easier to read, and it gives an im- 
pression of stability. If you’re making a straight 
charge offer, your order form should have a busi- 
ness reply back—there’s no point in enclosing a 
reply envelope. However, if you’re making a cash 
offer, or a cash-charge offer, you'll have to include 
a reply envelope. 


>» Should it be stamped or business reply? A stamped 
return envelope in a sales letter will not usually 
increase returns. The recipient may even think that 
the organization is foolishly wasting its money. Ex- 
ceptions: A stamped return envelope in a question- 
naire mailing will usually increase your returns. A 
stamped return envelope in a charitable solicitation 
may increase your returns. 


> Should the business reply card or envelope use 
first-class or airmail postage? A few mailers have 
found that paying airmail reply postage increases 
their returns, but most mailers find that airmail 
reply just gets the orders back to them faster. Gen- 
eral rule: if you have a perishable product, or a 
“for a limited time only” offer, it will probably pay 
you to use airmail reply on your business reply 
cards or envelopes. If you don’t have such a prod- 
uct or offer, save your money—use first class. 


TAKING AN ANALYTICAL LOOK 


When your mailing is over, and the results are 
in, take a deep breath. But don’t relax, for there 
are more mailings ahead. But before you sail on, 
ask yourself these eleven questions. 


1. Do you lack sincerity? This is one of the greatest 
faults in any advertising. Do you say, “This offer 
good for only ten days,” then send out the same 
mailing several times using the same “ten-day” 
offer? The second time your man gets it, he’ll prob- 
ably snort; the third time he may mumble a few 
cuss words; from that time on you haven’t a chance 
of selling him. If you’re going to sell by mail you 
must be sincere, and you’ve got to convince the 
customer that you are. Don’t give him a pitch that 
both you and he know darned well isn’t true. 


2. Do you fail to use postal notice “Form 3547 Re- 
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quested” on your mailing envelopes? You may have 
to spend a few bucks for postage on returns, but 
you'll save a lot more than that in mailing pieces 
that would be wasted otherwise. Moreover, if you 
buy your mailing lists, your supplier will probably 
reimburse you. It’s customary. 


3. Do you tie “strings” to your offer? We mean, 
more than any other thing, the abuse of the word 
“free.” The Federal Trade Commission is clamping 
down on offenders, and when you say “FREE” 
you'd better mean just that. If you’re not sure of 
your ground, obtain copies on the commission’s 
rulings on typical cases. While the Better Business 
Bureau can give you advice on the matter, their 
rulings may not be so stringent as those of the FTC. 
Better be sure you're in the clear. 


4. Do you forget “teaser” copy on your envelopes? 
There will be times when such copy may not be 
desirable, but most of the time you need some illus- 
tration or copy on the mailing envelope to invite 
the prospect inside, to make him open the envelope 
and read your message. Statistics have proved time 
and again, that “teaser” copy has helped to increase 
replies. 


5. Do you write copy to yourself? Sure, it’s nice to 
turn out a mailing you like, one that you may think 
is a “knockout”—but are you writing from the pros- 
pect’s viewpoint? Do you use color you like—or do 
you use the proper color to influence the reader? 
Do you use art and layout that appeal to you, or 
do you consider their impact on the potential cus- 
tomer? When you plan your mailings from the cus- 
tomer’s point of view, his approval will take the 
form of increased returns. 


6. Do you leave out the “link in the chain”? When 
you forget or neglect to include a reply envelope 
with your mailing, you’re breaking the chain of 
communication with your customer. Make it easy for 
the customer or prospect to take action. One of the 
best ways is with a postage-paid business reply or 
order blank envelope. 


7. Do you “hold back” information? When you sell 
by mail, you've got to “tell all”—give the reader 
all the information he needs to help him make up 
his mind to buy. What’s the horsepower of that mo- 
tor? What color is terra cotta? Give him a color 
sample if you're selling color! Most important, tell 
him what it’s going to cost. If the cost might seem 
high, justify it with facts. You're going to have to 
tell him sometime, so—state the price. There are 
probably more people who don’t buy because they 
don’t know how much it’s going to cost than those 


who are scared off by a price. 


8. Do you fail to follow-up? A salesman may make 
a dozen or more calls on the same man before he 
sells him. In direct mail you've got to “make calls.” 
That doesn’t mean just sending out the same ma- 
terial over and over again. By the time the prospect 
sees your mailing envelope the second time, he’s 
pretty familiar with it. The third time, your piece 
may go into the wastebasket unopened. What to do? 
Change the pace—change the size of the envelope, 
the color, the copy; keep the reader from thinking 
“This is the same old stuff.” We don’t mean, either, 
that you should keep on sending out mailings to 
an unproductive list. Your best prospects are your 
present customers. Keep your list up to date, pur- 
chase or rent lists to supplement your own. 


8. Do you let the prospect “cool his heels”? One of 
the worst faults of many advertisers is failure to 
answer inquiries promptly. Strangely enough, the 
worst offenders seem to be those who ask the pros- 
pect to send in a small payment (perhaps ten cents 
or twenty-five cents) for a catalog or sample 

and then make him wait for his reply. Once the 
prospect shows interest, follow up fast, and keep 
plugging until you get the order. 


10. Do you fail to keep up with postal regulations? 
A knowledge of postal regulations is essential to 
any direct mail advertiser. There are constant 
changes in rules and interpretation. By being alert 
to take advantage of these, you can gain the impact 
of novelty. 


11. Do you follow set rules? That's not a mistake 
in itself. Maybe you're satisfied with your returns 

you know as well as we do, the old saying, 
“never change a winning game.” But—is there some- 
thing you can do to better those returns? Leading 
direct mailers know “The most constant thing about 
direct mail is its inconsistency.” What works on Fri- 
day may not work on Tuesday and what pays 
off for one man may be a flop for the next. 


» As we said at the start, this is all pretty elemen- 
tary. It isn’t intended to be a cure-all for the ills of 
direct mail, yours or anyone’s. 

If you are working in direct mail, no matter on 
how small a scale, you will resent, as we do, the 
fact that many people consider it “junk” mail, and 
a nuisance. Unfortunately, there is a basis for that 
impression. A great percentage of direct mail ad- 
vertising is poorly planned and poorly executed. 

There is no short cut to success in direct adver- 
tising. It is a matter of approaching the subject with 
a broad perspective, and paying attention to all of 
the details. But it is a medium that cannot be 
ignored, for no advertising medium is as flexible in 
its techniques and its objectives, as easily used by 
the small budget, limited objective advertiser as 
by the giants of the industry. And no medium chal- 
lenges and utilizes imagination and ingenuity quite 
as much. 44 
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Fourth in AR’s series on external publications 


Little — but Eifective 


Telebriefs, issued every month for more than 20 
years by Illinois Bell Telephone Co., is small 


enough to fit in a bill envelope, but powerful 





enough to hit a nearly 9O% readership. 


It is difficult to measure the suc- 
cess of an external publication. It is 
rarely designed to have immediate, 
measurable results. But by which- 
ever method you try, Telebriefs, the 
lively little publication of Illinois 
Bell Telephone Co., ranks as one of 
the most successful. 

One evidence of its success is that 
it has been published continuously 
since the early ’30s, and since World 
War II, it has come out every 
month. A company as careful in its 
purchasing habits as the telephone 
company does not support a con- 
tinuing program without fairly firm 
evidence that it is worthwhile. 


> Part of the evidence is the reports 
of readership surveys, taken every 
six months. The latest one showed 
that the four-page, 57sx6%s”" publi- 
cation achieved an 88‘, readership, 
with just under 40° of the tele- 
phone subscribers reporting that 
they read the publication frequent- 
ly, and somewhat more than 40°; 
sometimes. This is a high score for 
something that is delivered along 
with a monthly telephone bill. 
For this is the way in which Tele- 


briefs is distributed. Most com- 


panies are faced with a major prob- 
lem in building a circulation list, 
but not the telephone company. 
Telebriefs goes to each of the 2,- 
200,000 subscribers within Illinois 
Bell’s service territory. The simple 
act of installing a telephone will 
add your name to its circulation. As 
sure as you get your monthly bill, 
you will get this publication. 

This, however, creates a problem 
for editor Lou Ejiffert and his staff. 
Most editors live in dread of what 
may happen between the time an 
issue is closed and the time it is off 
the presses and in the hands of its 
readers. They want to be up-to- 
the-minute, but they don’t want to 
be caught off base by last minute 
developments. Most of us have just 
one release date to worry about. 

Not Mr. Eiffert. Like many large 
companies, Illinois Bell has shifted 
to what is known as the cyclical 
billing system. Instead of doing all 
billing on the first of the month, 
about 5°; go out each working day. 
This has the beneficial result of 
leveling off the activity in the bill- 
ing department. However, Tele- 
briefs, which goes out with the bills, 
has to be printed all at once. So 


starting with the 25th of each 
month, that month’s issues start 
going out, and they keep going out 
for the next 30 days. Anything that 
happens in the interim just has to 
be grinned at and borne. 

Normally this does not lead to 
any problems, but once in a while 
the editor’s face goes red for a 
while. The latest such incident was 


in last October’s issue. Its lead 
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Early Issue 


Typographically Tele- 
briefs’ has changed, but in size and 
approach it has remained constant 
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DIRECT MAIL 


directs replies...direct to you 


VISILETTER 

letter with return 
card inreor 
sleeve — unusual 
die-cut possibili- 


ENVELETTER 

letter with 
gummed envelope 
attached — excel- 
lent for question- 
noire, order, 


CIRCU-LETTER 
self-mailer in- 
cludes personally 
addressed return 
card in printed 
sleeve. 
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FOR FULL DETAILS. PRICES CALL 


LATHAM PROCESS-200 Hudson St.,N.Y.C.-WO 4-7740 


industrial art 


missiles 


aircraft ships 


ELoorano 93-3989 


145 EAST 52nd STREET NEW YORK 22,N. Y. 
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story, with a large picture of a 
satellite, carried the head “Bell In- 
vention Will Ride In First Earth 
Satellite.” This issue closed Sep- 
tember 15, and started to reach 
subscribers about the 30th of the 
month. On October 4, the Russians 
launched Sputnik #1. The only 
consolation Editor Eiffert had was 
that he was not alone in being 
caught off base. 


>» Telebriefs is taken very seriously 
by top management within Illinois 
Bell. It is considered one of the 
most important tools in explaining 
the company to its users and in 
making known throughout the sys- 
tem changes in equipment, in policy, 
in operating techniques. The plan 
for each issue, and the final paste- 
up, is scrutinized by the advertising 
supervisor and the advertising man- 
ager, as well as by the vice-presi- 
dent in charge of advertising. 

Editorial material falls in a vari- 
ety of categories. First come stories 
that help sell telephone services. 
Typical of these are ones promoting 
extra extension phones, phones in 
color, long distance calls. The next 
category includes articles that help 
improve telephone service. Notices 
of changes in routine, hints on tele- 
phone use, fall in this group. Gen- 
eral background stories on _ tele- 
phones and the telephone companies, 
building institutional good _ will, 
make up a third group. There is 
also a group of stories of general 
reader interest, like a series cur- 
rently running on famous Chicago 
institutions. Filler items, like puz- 
zles and cartoons, round out the 
editorial approach. A liberal use of 
photographs is made. 


> Only one by-line appears in the 
publication, and that is over a col- 
umn with a light approach. This is 
signed by “Elmer Wood,” who does 
not exist. The name was derived, 
some years ago, from the middle 
names of two staff members. Nev- 
ertheless, Elmer is listed in the 
main office telephone directory. 
When readers call in and ask to 
speak to Elmer Wood, they are 
connected, without any delay, with 
the editorial office. Fortunately, no- 
body ever wonders why Elmer is 
never there to answer his phone. 

Most of the material is staff- 
written, although some stories are 
supplied by the public relations de- 
partments of the affiliated com- 
panies, American Telephone & Tele- 
graph, Western Electric and Bell 
Laboratories. About the only out- 
side material bought for Telebriefs 
are cartoons, for which $35 is paid. 


> The publication is now produced 
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381 Chapters 


New Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
‘“SALESENSE’’ ARTICLES 


400 pages that deal 

principally with the creative 
aspects of advertising 
Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘‘demand performance.” 
Hundreds of 


both agencies and advertisers 


our readers— 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense"’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 


coupon below. 


EXAMINE SALESENSE 
for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
200 E. Illinois St., Chicago 


| want———————- copies of SALESENSE IN 
ADVERTISING. If I am _ not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s 
and my money will be refunded in full 


My Name 


Firm 





Address 
City —_—_—_——_ Z —— State ———_ 
I am enclosing my check for §$ ——-—— 


Bill me later Bill my firm 
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COLU MBIAN® DUBL-GRIP® COLU MBIAN® BOOKLET 
FLAT MAILER SELF-SEAL® CLASP 
7 sizes 3 sizes 16 sizes 


OPEN END UTILITY 
OPEN SIDE Gummed or STYLE 

8 sizes Self-Seal ® 7 sizes 
12 sizes 


"You know something, George? Now these six U.S.E. 
Envelope styles in 53 sizes can be mailed -- fully sealed 
-- at Third Class rates, without postal inspection notice.— 


‘“You know why? Because each of these 53-sizes measures more than five 
inches wide or more than 11% inches long!” 

That’s the new magic dimension for envelopes — 5” x 11144”, according 
to the Postal Manual, Par. 134.81. 

This ruling is of special interest to anyone who mails circulars, merchandise, 
books or catalogs in envelopes at Third Class rates. Heretofore, you were limited 
to an envelope which could be opened for postal inspection: for instance, 
the “‘postage-saver”’ style, or something with a mechanical fastener. ‘That 
narrowed your choice considerably. But now you can fully seal and mail 
this matter at Third Class rates in envelopes of any style if they measure 
more than 5” x 111%” in either dimension. You don’t have to mark them 
for postal inspection. 

One result of this liberal ruling is that we are now supplying the Booklet 
Postage-Saver envelopes fully gummed without extra charge. ‘That’s just 
one style. ‘There are many other possibilities for this use in the U.S.E. 
Envelope line, as you will see when you read this Post Office regulation. 


For a free copy of this Post Office regulation, along with our new improved Envelope Selector Chart, 
just pin this ad to your letterhead and send it to Advertising and Sales Promotion Department-- 


with uniform quality - guaranteed 


UNITED STATES ENVELOPE 
°* Springfield 2, Massachusetts 
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* get the 
professional 
approach 


-.-fo your 


DIRECT MAIL 


For a FREE roster of mem- 
bers of MASA, the profes- 
sional creators and produc- 
ers of BETTER direct mail, 
write to: 


mail advertising 
service association 


INTERNATIONAL 
18120 James Couzens Hghy. 
Detroit 35, Michigan 


LIST 


PROBLEMS 
SOLVED 


Typical of the successful, 


] up-to-date 
master lists we offer are: 


* 170,000 Art and Music 
Appreciators 

100,000 Society Page Names Na- 
tional 

250,000 V.I.P.'s. Very 
Persons 

135,000 College & University Faculty 
at Home Address 

785,000 Members of Scientific & Edu- 
cational Associations 

250,000 Selected Key Business Execu- 
tives 

750,000 Opinion Molders Throughout 
U.S.A. 

500,000 Alumni of Leading Universities 
110,000 Business Executives at Home 
Address 

350,000 Engineers in all fields 
600,000 Professionals in all categories 
100,000 Middle Management 
tives 


Creators & 


Important 


Execu- 


It 


WALTER DREY, INC. 


Brokerage * Compilation ¢ Research 


257 Fourth Ave., New York 10, N.Y. OR 4-706! 


333 N. Michigan Ave., Chicago, Hl. FI 6-4180 
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by offset, running 10-up. Hillison & 
Etten Co., Chicago, print the paper. 
as they have done since offset was 
adopted in 1951. One of the ad- 
vantages of offset is economy, with- 
out eliminating the necessary flex- 
ibility. 

Since Illinois Bell covers all of 
Chicago, most of the down-state 
area, and laps over into some of 
Indiana, not all stories are pertinent 
to all readers. For example, the 
company’s support of the Illinois 
high school basketball tournament 
is of little interest outside of the 
state. Or a report on a switch from 
operator to dial service is of con- 
cern only to the exchanges affected. 

To handle this kind of situation, 
separate editions are run off. Stories 
are dropped and replaced as neces- 
sary, and the ten positions on the 
sheet are apportioned according to 
the required split. As many as three 
editions have been made of a single 
issue. To keep track, one, two or 
three included in the 
masthead on the first page. 


stars are 


Except for one issue, black and 
white printing is used. The excep- 
tion was in November, 1957, when 
the feature article was the intro- 
duction of five new pastel colors for 
telephones, just in time for Christ- 
mas. For greatest impact, this obvi- 
ously required color. Original color 
photography was available at low 
cost through the central AT&T 
photo library, but Illinois Bell, of 
course, had to pay for separations 
and the extra printing costs. The 
average production bill, however, is 
$10,000 per issue. 

Within the small format, great 
flexibility in column width is per- 
mitted. For example, of the first 
pages of the last four issues, two 
had a left hand column of 121% 
picas, followed by two 10-pica col- 
umns. The other two issues used 
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ger ETT 


, ee eee nd > 
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Reuse - 
See i a we 
thy Heile eh haces ake yen 


= : 
: Bit Woes Gale MEAN. 
abso tie a 


Variety in Format 


| stem Science Programs 
Help Produce Future Seientists 


Local Promotion Advance issues of 


Telebriefs’’ are sent to local offices 


with overprinted red check marks 


only two columns, but these were 
not alike. One split the page 16%2- 
1612, the other 2012-1214. The inside 
spread used the 1212-10-10 division 
on two of the eight pages examined, 
with the others divided into four 
eight-pica columns. The fourth page 
was taken up twice with a full-page 
ad, one with a 16%-8-8 split, the 
other with four eighths. 

Harmony is_ achieved 
consistency in typefaces. 


through 
Century, 
set 8 pt. solid, is used throughout, 
with occasional Bodoni Bold used 
for the first two or three words in a 
paragraph for accent. Headlines are 
all from the Bodoni family, varying 
among Bold, Extrabold and Ultra- 
bold. Picture captions are in 8 pt. 
Futura Medium, and cartoon cap- 
tions in the same size Bodoni italic. 


» Response to Telebriefs on the part 
of readers has been great enough 
so that the staff has learned that it 
is necessary to give local telephone 


offices advance information on what 


While almost every telephone company issues a bill stuffer, they 


vary widely in design, as these examples show. They don’t even have size in common. 





MORE THAN 5,000 TOP 
EXECUTIVES ASKED FOR A 
COPY OF THIS IMPORTANT 


BOOKLET... 


id 


Wider Horizons with 


Mechanized Mailing 


For the First Time, a Thorough Study of Today’s Revo- 
lutionary New Mailing Method Showing How Mailers 
Large and Small Are Profiting by Mechanization 


Timely Discussion of Pressing Problems 
How to Cut Costs, Reduce Overhead... 


Build Sales, Boost Profits 


PHILLIPSBURG ~ 
INSERTER 


Cuts Costs 80% 
Gathers and Stuffs 1 to 8 Enclosures 


Seals « Meters Postage or Prints Indicia 


Counts « Stacks 


Large and Small Mailers profit when a High- 
Speed Machine replaces costly hand workers 


WIDER USE OF THE MAILS 

Fast action to meet competition, 
price changes, new marketing 
conditions; closer cooperation 
with retailers, jobbers, selling 
agents; test mailings, etc. 


NEW-FOUND EASE 

Elimination of personnel prob- 
lems and part-time or temporary 
help, robbing other depart- 
ments to get out mailings; 
Savings in supervisory and 
executive time. 


IMAGINATION 


ell & Howell 


Phillipsburg 


PHILLIPSBURG 


S 


NEW JERSEY 


Inserting and Ma 


ng Machine Compan 


GREATER CONTROL 

Smoother, easier control of in- 
ventories, lists, postage, coding, 
split mailings, and generally 
improved quality control. 


APPLICATION OF 

MECHANIZED MAILING 

—by manufacturers, banks, pub- 
lishers, mail-order sellers, de- 
partment stores, credit retailers, 
welfare and non-profit organiza- 
tions, insurance companies and 
others. 


MULTIPLE USE THROUGHOUT 
THE ORGANIZATION 
Application to all departments: 
billing, sales, advertising, public 
relations, stockholder division. 


WHO CAN PROFIT MOST 
When does it pay to mechanize? 
How mechanization helps the 
“small” mailer. Application to 
specific problems. 


about Mechanized Mailing 


@eeeeaeeaeaceoceaeoee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeene 
(] Send our copy of Wider Horizons with Mechanized Mailing 


AR4 


Individual 


Firm 


Address 


State 
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Vew LOW 
PRICES 


oni 
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FULL COLOR POST CARDS! 
Just look at these new low prices for top 


quality Crocker Mirro-Krome Adver- 
tising and Sales Promotion Cards — 
QUANTITY FIRST RUN 
(Size 34%4"x 514” with one picture) 
50M . . $9.50/M 
100 M 8.50 /M 
250 M 7.30, M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H. S. CROCKER CO., INC. 


in Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Dept. AR-4 


Sq. IN. 


OF VALUABLE 
PROPERTY 


Here’s the spot where 
buying decisions are 
made. If your letter is 

Johnny-on-the-spot”’ 
you can make a sale. 
Only an attention 
compelling letterhead 
will do the job. 
We've been creating 
distinctive business 
stationery for over 35 
years. Mail the 
coupon today for 
details. 


A Few Of Our 
Satisfied Customers 
GENERAL ELECTRIC 
CONTESSA YARNS 
LAWRENCE WELK 
JOHN SEXTON & CO. 


CONSOLIDATED 
DIESEL 


CENTURY BOAT 


MARION POWER 
SHOVEL 


THE FOLKS ON GOSPEL HILL 
Marion, Ohio 


THE FOLKS: 
Please send sketch application - - - 
no obligation 
Name 


Address 


City and State 


poo 








is going to reach the subscriber. 
Each issue is studied to see what 
might produce calls to the company, 
or what items might be worth local 
promotion. These are given empha- 
sis with an overprinted red check. 
In the January 1958 issue, there 
were four such checks: 


@ The announcement of a television 
program “The Unchained Goddess,” 
one of the Bell System’s series of 
science pictures might produce calls 
about which channel would carry 
the film, or how a school or club 
may borrow a print. 


e A report on new regional direc- 
tories in the Chicago area is bound 
to produce requests for copies. 


e A picture story on _ telephone 
manufacture, with nine good plant 
shots, is likely to produce requests 
for prints for schoolroom use. 


@ An announcement that the popu- 
lar 1958 telephone almanac has been 
made available is a warning to all 
local offices to be sure their stock 
is adequate. 


These marked copies go out to all 
telephone company employes who 
have contact with the public, and 
enable them to anticipate public 
query. 


> Telebriefs may be small, but it 
packs a_ powerful wallop. And 
Illinois Bell is looking forward to 
its continuing to help build the list 
of telephone subscribers and thus 
the circulation of Telebriefs. 44 


No Lost Needles... 


Special Directory Trend 
Continues in Publishing 


At least one evidence of the value 
research has brought to the adver- 
tising world, is the continuing trend 
toward specialized directories. No 
longer does the adman need to 
spend wasted days searching for 
special lists since chances are one 
of the new directories can give him 
the information he needs with just a 
flip of a page. 

Among the newcomers in the di- 
rectory field in the past few months 
are the following: 

Manufacturers A new edition cov- 
ering a fast-chang- 
ing industrial pic- 
this hard-bound directory 


In Illinois 


ture, 


contains a separate breakdown of 


each of the 20,000 manufacturing 
companies in Illinois. Essential sta- 


tistics include products manufac- 


Now chief, hasn’t this mailing piece 
got a lot of punch? 


tured, number of employes, ap- 
proximate net worth, and a listing 
of key personnel from board chair- 
men through purchasing agents. 
Trends toward diversification in 
new industry, the exodus of plants 
from central to outlying areas and 
the predominance of small business 
over large are covered, plus a list- 
ing by product as well as by city 
and by name. 

Available only through the pub- 
lisher, Manufacturers’ News Inc., at 
20 E. Huron St., Chicago. Price is 
$25. 


Discount A new third edi- 
Dealers tion, this directory 
of discount dealers 
throughout the U. S. contains over 
3,100 names and addresses, listed 
alphabetically by states and cities. 
Among new listings in this ex- 
panded edition are such items as 
luggage, toys, cameras, housewares, 
jewelry, etc. Price is $9.95. 
Additional details are available 
from Hoge, Farrell Inc., 699 Mad- 
ison Av., New York 21. 


TV Looks to Direct Mail 
For Commercial Sales 


An effective example of direct 
mail’s ability to aid all other fields 
is the recent use of teaser mailers 
by Animation Inc., Hollywood. 

The mailers were die-cut, one- 
piece “pull-snap” folders that 
utilized the spring of the paper 
stock to get action. 

Each mailer in the teaser series 
employed a different character used 
in one of Animation’s award-win- 
ning commercials. 

A sales-stimulator brochure fol- 
lowed the teaser series. giving 
specifics on Animation’s clever com- 
mercials. 44 





CATCH THE EYE...CAPTURE THE SALE!... 


WITH CONTINUOUS | 


LITHOGRAPHED ff) ISPLAY ROLLS 


THEY ARE VERSATILE... 


i pe ss SB iit ‘ae so 


Start sales rolling! CONTINUOUS DIS- 
PLAY ROLLS help you sell profitably. 
They make it easy for you to catch the 
buyer's eye, and put your message 
across. Retailer and dealer acceptance 
is high, because rolls have many uses 
FLAVOR » a ... for windows, walls, store fronts, en- 
DISCOVERY! DELICIC trances; hang over wires, use as table 
skirts, display drapes, or island wraps. 
Available 20 to 150 feet, lithographed 
in flat or full color process, on coated 
or offset paper. Use CONTINUOUS 
DISPLAY ROLLS, the biggest bargain 
in point-of-purchase display material. 
WRITE, WIRE OR PHONE. 


SEE US AT THE 
POPAI SHOW tHE PROGRESS 


April 15, 16 and 17-Booths 70 & 71 LITHOGRAPHING CO. 
Hotel Sheraton - Astor, N. Y. Cincinnati 37, Ohio ELmhurst 1-1900 





Workbook of Aduertixiug & Calor Prouction 


Published By The Publishers of ADVERTISING AGE 


200 EAST ILLINOIS STREET 


560B 


And especially it’s a big day for the 
advertising professionals, the ad manager 
and agency men, whose new ad plan gets 


launched today. 


There it is all wrapped up—loaded with 
attention getters, gleaming with color and 
artwork, a dynamic sales story—okayed and 
ready to sail! There’s almost, as one ad 
manager put it, “a peace that passeth all 
understanding.” 


But not quite. Tomorrow comes the 
period. as there was before this one, of get- 
ting ideas for the next campaign, of selecting 
artwork, paper, printing, displays. audio- 
visuals and the thousand and one things that 


vo into an effective advertising campaign. 


It takes a heap of “know-how and know- 
what” to turn out the volume of advertising 
which competition demands today. It takes 
a heap of keeping up with what’s going on in 
the field, with what’s available in advertis- 


ing’s new products and services, with adver- 


CHICAGO 11, ILLINOIS ©@ 
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$80 LEXINGTON AVENUE 


tising’s new methods, new adaptations, new 
ways for getting results without wrecking 
the budget. And —as any of the professionals 
of advertising will tell you—there’s precious 


little time to do it. 


That's why you'll find so many of your 
best prospects—who don’t have time to read 
all the technical journals, who can’t see all 
the salesmen who call, who can’t get away 
to all the important meetings—turning every 
month to the publication which covers the 
waterfront for them, Advertising Require- 
ments, It’s the only publication of its kind, 
and it’s bringing them regularly — every 
-what they need in 13 different 


areas of advertising. 


month 


If you have a product or service which 
the advertising professionals should incor- 
porate in the ad plans being launched next 
month or next year, tell them about it in the 
publication they read to keep up with the 


field, Advertising Requirements. 


——=—=———= 


Require 


TITS 
htt ot 1) 


and INDUSTRIAL MARKETING 


NEW YORK 17, NEW YORK 
1 Year (12 issues) $3 





Offers New Service— 
Preprinted Letterheads 


Idea Art, New York, which makes 
a specialty of supplying the adver- 
tising profession with an annual 
portfolio of light-touch illustrations, 
has come up with a new service— 
preprinted letterheads, in color, in- 
tended for varied sales promotion 
uses. 

The letterheads contain colorful 
informal drawings supplemented by 
tie-in headlines on a _ variety of 
subjects suitable for bulletins to 
salesmen, sales promotion letters, 
invitations and a host of other 
uses. (Typical headlines: News 
Flash! . . Get Set For a Bang-Up 
Event! Just What the Doctor 
Ordered!) They are planned to 
combine successfully with a great 
variety of messages which can be 
processed on any kind of duplicating 
equipment. 

A brochure, available without 
charge, includes samples of 14 pre- 
prints. Three are designed for gate- 
fold use in announcing programs 
and invitations. Two have flip-top 
heads with a second message and 
drawing underneath. 

The pre-prints can be purchased 
in any quantity and are stocked 
for 24-hour delivery. New formats 
will be added periodically. q4 


Amalie Promotion Piece 
Offers Auto Americana 


If proper automobile maintenance 
seems difficult to you, a brief re- 
sume of what motorists in the early 
1900’s were up to in the realm of 
car care may make you count your 
blessings. 

Entitled “Hints,” the informative 
little booklet is released by the 
Amalie Division of L. Sonneborn 
Sons Inc. It was published original- 
ly in 1909 and reminds the poor 
motorist, among other things, to 
“wash the crank and transmission 
case each week, and the differential 
at least once a month.” 

As for tips on keeping the ve- 
hicle moving on the road, the book- 
let suggests the following: 


@ Tire Blow-Out . . . make emer- 
gency repairs with a handkerchief 
and a piece of leather. 

@ Motor on Fire... extinguish with 
flour, sand or earth, in the order 
named. 

© Lost Starting-Crank place 
transmission in high-gear position 
jacking up one rear wheel and turn- 
ing it by hand. 


Additional 


motoring tips 
details on 


what to do 


include 
when the 


car starts sliding down a hill back- 
wards, and “how to get the honk 
back in your horn.” 

Back of the booklet contains a 
complete, authentic list of the 274 
different American automobiles that 
were being manufactured in 1909. 


- for more details circle 417, page 121 


Trading Stamp Advance 
Noted by Directory 


The continued growth of trading 
stamp plans in the premium field 
is graphically shown in the second 
revised edition of the National Di- 
rectory of Trading Stamp Houses 
published by Gale Research. 

In addition to listing over 300 
companies in the field, the new di- 
rectory also provides information 
for manufacturers on new trends in 
premium merchandise. 

The directory retails for $15. More 
details are available from Gale Re- 
search, 11116 Book Tower, Detroit 
26. 44 


Intercast Die-Casting 
Described in Folder 


Facts on the Intercast die-casting 
process are available in a four-page 
folder from the Gries Reproducer 
Corp., New Rochelle, N.Y. 

Describing the process which per- 
mits automatic production of small 
hinged or linked parts in die-casting 
without subsequent assembly, the 
folder also explains the advantage 
of zine alloy die-casting over other 
methods of metal fabrication. 

Illustrations in the folder include 
products such as zine alloy chains, 
working miniatures,  self-alining 
bearings, etc., all of which have 
movable components, yet are “cast- 
assembled” inside a single die. 


. for more details circle 418, page 121 


New Calendar Plan 
Mailed Monthly 


A monthly contact mail plan in 
the form of a calendar memo pad 
has been introduced by W. H. Peters 
and Associates, Troy, O. 

Designed especially for photo- 
graphic arts or other industries 
where constant reminders to 
tomers are necessary to maintain 
sales, the pad is mailed monthly 
with the current, preceding and 
forthcoming months at the top of 
the memo. Company logo, advertis- 
ing messages, etc., 


cus- 


are printed 
across the bottom of the pad. 
An informative folder is available. 


- for more details circle 419, page 121 
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Gentlemen: 

Please send me samples of your 
3 direct mail ideas, together with 
complete prices. 
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NEW 1958 CATALOG 
IN 4 COLORS, SHOWING 


128 FLASH 
BULLETINS 


See these compelling 4- 
color letter-size forms 
that ad-men and sales 
execs use to drive home 
a message! Perfect for 
everyone who uses form 
letters! Thought-pro- 
voking headlines tied-in 
with eye catching illus- 
trations. Ideal for mimev, 
ditto, multigraph, offset 
or letterpress. Send now 
for catalog. No obligation. 


National Creative Sales, Inc. 


1030 Leggett Ave., New York 55,N.Y. 
at) ELdorado 5-0025 


April 1958 + 





Planning a 
Direct Mail 


If not, Why not? 


After interest and preference have been created by your space advertising, 
your prospects must still take one more vital step. They must act. You can 
trigger this action by addressing your sales message to the personal atten- 
tion of every important executive who buys, specifies or influences the pur- 
chase of your product or service. 


Join the thousands of growing industrial concerns which are using McGraw- 
Hill’s Direct Mail Services successfully —to obtain inquiries as qualified 
leads for salesmen: reach out-of-the-way prospects and hard-to-see buyers; 
sell products and services direct; conduct surveys ...and hundreds of spe- 
cial applications. 


In order to help you to accomplish these objectives easily and effectively, 
McGraw-Hill maintains specialized, up-to-the-minute mailing lists in each 


of the fields covered by its publications. 


Full information on request. Mail the coupon today! 


a a a a a a a a a 


McGraw-Hill Direct Mail Division 
330 W. 42 St. 
New York 36, N. Y. 


Please send my free copy of the McGraw-Hill Business & Industrial Mailing List Catalog. 


Name 





Company 


Address 


City. — 
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Life Versus Post Office 
Gets Hearing in Booklet 


The fairly heated controversy 
over second-class mail losses as 
charged by the Post Office gets a 
thorough airing in a new booklet 
released by Time Inc., New York. 

Using Life magazine as the de- 
fendant concerning an approximate 
$8,000,000 delivery loss claimed by 
the Post Office, the booklet refutes 
the delivery loss charge with hard- 
hitting facts and figures. 

A summary of testimony made 
by D. W. Brumbaugh, vice-presi- 
dent of Time Inc., before the House 
and Senate Post Office Committees, 
the booklet states that three funda- 
mental errors were made by the 
Post Office in arriving at its fig- 
ures. 

The mistakes, as stated by the 
booklet include: 


e Transportation costs 
@ R.F.D. costs 
@ Handling costs 


Not content to leave its defense 
at simply charging cost-accounting 
mistakes, the Time booklet goes on 
to suggest a more realistic way to 
compute second-class mail costs, 
figures to prove that Life more than 
pays its handling costs, and where 
the second-class mail losses really 
come from. 

The final summary of this rous- 
ing booklet is the statement at the 
bottom of a rate-problem chart say- 
ing: “Handling, not weight, is the 
crux of Post Office costs.” 

Copies are available. 

- » . for more details circle 420, page 121 


First, the List... 


New List Catalogs 
Available to Field 


The variety of mailing lists avail- 
able to companies is amply illus- 
trated with just a quick look at 
what the top leaders in the field 
are offering. New and revised edi- 
tions of some of the old “reliables” 
are as follows: 


1958 F.S.H. 


The newly revised 
Catalog 


edition of the Fritz 
S. Hofheimer cata- 
log presents a comprehensive de- 
tailing of the lists currently avail- 
able from this oldtimer in the field. 
Covering both the United States 
and Canada, main listings cover a 
wide variety of prospects, including 
churches, contractors, department 
stores, the electrical industry, fac- 
tories, institutional buyers, insur- 
ance, greenhouses, factories, etc. 
The beginning of the book gives 





jum fo Think Imperially 


Joseph Chamberlain 1836-1914 





























Can’t understand why anyone should 
want to learn to think Imperially. 
Sounds like this Joe must have been 
romancing some babe on the royal 
ladder. Why with us, there’s hardly 
a day goes by that our one and only 
Vice President doesn’t pick up an 
order himself. Nothing Imperial about 
us, except maybe our work. 


Lyodle ADVERTISING SERVICE 


521 SOUTH WABASH AVENUE « WA 2-9560 
Fast and Resourceful Service — Since 1919 
— Reasonable, tool 


Multigraphing * Mimeographing * Printing * Mailing 
Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 


Ay Ve Laying 
Ist CLASS POSTAGE for 
3rd CLASS RECEPTION ? 


Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 
Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we Zs 


ONVELOPE CORPORATION 
cyl ee CO LAt Dag eee clo Pane 


| 
| 
| 


a detailed explanation of catalog 
entries plus pointing out the pricing 
code. 

» « « for more details circle 421, page 121 


Industrial Lists A new 36-page, 
From McGraw-Hill two-color catalog 

describes over 150 
business and industrial mailing lists 
offered by the Direct Mail Division, 
McGraw-Hill Publishing Co., New 
York. 

Showing a detailed breakdown of 
lists, counts, costs and postal data, 
the catalog also contains valuable 
information on how to use Mc- 
Graw-Hill Direct Mail service. 

- +» for more details circle 422, page 121 


New Mailers Speed 
Account Collections 


Samples of a new series of col- 
lection notices are available from 
The Sparks Co., Austin, Tex. 

Available with company name 
and address, the collection mailers 
are colorful items with a variety of 
friendly messages all designed to 
get the money now! Approximately 
314x6” in size, the notices fit easily 
into any 634” window envelope with 
no folding or stapling. 

- . + for more details circle 423, page 121 


Initial Bow to Field 
Made by Impact Mail 


To announce its 
trade paper field, Service Station 
Management used impact mailers 
that utilized both realism and mys- 
tery to make a recall impression. 

Sent to manufacturers in the auto- 
motive field and their agencies, the 
mailers were red-and-white 3-D 
plastic gas pumps and oil rack 
mounted on a_ stand-up display 
card printed in white, green and 
black. The entire mailer measured 
3x334” and provided an additional 
teaser by arriving in a plain box 
without a return address. 44 


debut in the 


Not only is it a self-sealer — it's a 
self-opener! 





How's your 
letterhead ? 


Get your FREE copy of our 
useful brochure Letterhead 
Logic. Then, turn to the check 
list used by experts to gauge 
letterhead effectiveness. See for 
yourself how your letterhead 
rates. If the tests show room 
for improvement, HILL’s 44 
years of specialized experience 
is at your disposal. 

Learn how HILL craftsman- 
ship can create for you a letter- 
head you'll be proud of . 
one that truly reflects the char- 
acter, personality and prestige 
of your firm . . . a scientifically 
designed letterhead with built- 
in sales appeal . . . and at prices 
much lower than you'd expect. 

Letterhead Logic, containing 
impressive samples, is free— 
without obligation—to users of 
5,000 or more letterheads a 
year. To get your copy, simply 
jot down the quantity your firm 
uses on your present letterhead 
and mail it to HILL now. 


If it’s worth seeing, 
put it on a Hill 


r.o.4 HELL, inc. 


270 R-080 Lafayette Street 
New York 12, New York 


Piease send a free copy of LETTERHEAD LOGIC 
I USE LETTERHEADS PER YEAR 
ENCLOSED IS A SAMPLE 

NAME 

COMPANY 

ADDRESS 

CITY ZONE 


STATE 
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papers 


From map paper to mimeo paper... 

from enclosures to envelopes . . . Nekoosa 
makes a paper for every business 

and almost every business use. Discover for 
yourself! Find out why Nekoosa Papers have 
long been best-sellers from coast to coast! 


j Nekoosa Bond 


7 
yf Nekoosa Ledger 
or It pays to Nekoosa Duplicator 


. Nekoosa Mimeo 
plan with your Nekoosa Manifold 


. / Nekoosa Offset 
printer! Nekoosa Opaque 


Nekoosa Master-Lucent 
and companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 
Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 
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One of the most interesting and 
unusual techniques in all sales 
promotion is that developed by 
Kimberly-Clark Corp. in and 
around its Sales Promotion Cen- 
ter in Neenah, Wisconsin. 


By Robert B. Konikow 
AR Managing Editor 


Kimberly-Clark Corp., manufac- 
turer of paper and paper products, 
spends more than $200,000 a year 
on its Sales Promotion Center in its 
headquarters community of Neenah, 
Wis. This is a sizable sum, but 
Kimberly, which has been operat- 
ing the Center since 1951, considers 
it an economy rather than an ex- 
travagance. 

In order to see why this un- 
paralleled operation is so highly 
regarded by management, let’s take 
a look at how other companies 
inspire their sales forces and that 
of their distributors, scattered all 
over the country. There are gen- 
erally two techniques, both of which 
have been described in previous is- 
sues of AR. 

You can hold a national sales 
meeting. You can set up a com- 
pany convention, in some pleasant 
spot, invite the leading salesmen to 
attend, and put on a spectacular 
presentation for them. Most fre- 
quent users of this kind of program 
are the major appliance and auto- 
mobile manufacturers. 


conomy 
in Sales 
Dromotion 


Another technique is to build up 
a presentation which will travel 
across the country. This tends to in- 
crease attendance, since more of 
the lower echelon salesmen can at- 
tend. However, it means a rugged 
travel schedule for all executives 
involved, up to two or three months 
taken from busy schedules, and a 
multitude of arrangements with a 
variety of hotels. 


> Kimberly-Clark, however, de- 
cided to develop its presentation 
around a specially-designed build- 
ing in Neenah. To this building it 
would invite groups of salesmen 
and distributors. With proper pro- 
motion the Center has been built 
into what Kimberly-Clark now 


calls its most successful form of 


promotion for its Industrial and 
Specialty Sales Division, which 
makes printing papers and other 


Nerve Center... 
From the projection 
booth, one man can 
control lights, 
curtains, projection 
and background 
music. 


specialty items. (The Cellucotton 
Sales Division handles K-C’s con- 
sumer products, like Kleenex, 
Kotex, Delsey, and other familiar 
brand names.) 

Here are some of the reasons that 
the Sales Promotion Center has 
been successful: 


© Smoothness .. . With the Center 
built specifically for its purpose, 
everything can be made to work 
well. 


@ Availability . The location of 
the Center makes it possible for 
visitors to reach almost any type 
of production facility in which they 
are interested. Mills, 

technicians are all handy. 


executives, 


© Convenience ... Where the meet- 
ings are only a few minutes from 
executive offices, the appearance of 


almost any top management per- 
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e Cut CLOSURE COSTS 
by ONE-THIRD or More! 


e Get BULKY CONTENTS 
to Addressee Safely! 


Catalogs, price lists and other 
bulky enclosures can be in- 
serted and securely sealed by 
one person where two formerly 
did the job using clasp, mois- 
ture type gum or even “tucking” 
flaps. Tension TOUCH’n SEAL 
seals at a touch—without 
moisture. 


NOW THAT “OVER LETTER -SIZE” 
3RD CLASS MAIL CAN BE SEALED 

. you'll save both time and 
money with the Touch ’n Seal 
closure. Ideal for small and 
large mailing operations or 
everyday mail room use. Many 
sizes in stock for immediate 
delivery — both open end and 
commercial (open side) styles. 


, HAVE YOU SEEN 
“The = Infl 
Envelopes,’ a full color 
movie telling the fascinat- 
ing story of the envelope 
from paper to ultimate use 
Available at no charge to 
interested groups Write 
for details 


ence of 


Tension Envelope Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


FREE SAMPLES of 
Seal envelopes. | 
sre information about use 
of your full color movie 


send me 
Touch ‘n 
would like mc 


Please 
Tension 


Name 
Firm 
Address 
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Topical Display . . 
This area, on the right 
wall of the 
auditorium, is 
changed in keeping 
with the theme of 
each meeting. 


son may be counted upon, while it 
is difficult to get the same people 
to plan on spending two days away 
from the office for an out-of-town 
meeting. 


© Concentration With none of 
the competing attractions of a big 
resort hotel or a tourist center, the 
complete attention of the partici- 
pants can be obtained. 


© Economy .. 
entations in 
minimum of 
personnel, no 


. By having all pres- 
one spot, there is a 
travel cost for K-C 
freighting of props 
and scenery, and room rents and 
catering are less expensive in 
Neenah than in big city hotels. 


> Of course, this wouldn’t work if 
the salesmen and the distributors, 
objects of the sales promotion meet- 
ings, weren't sufficiently rewarded 
to make the trip to Neenah. And 
incidentally, while all expenses 
while in Neenah are taken care of 
by Kimberly-Clark, travel to and 
from Neenah is up to the visitor 
and his company. 

The Center 
a wide 
since 


is now being used for 
variety of purposes, but 
its original purpose was to 
teach the salesmen of paper more 
about their product, let's see just 
how it looks to a visiting salesman 
on a specific visit towards the end 
of October 1957. 

One of 105 men invited to Neenah, 
our salesman arrives at about 7 
p.m. on a Tuesday, probably by 
train. He turns his suitcase 
to a Kimberly-Clark greeter, and 
is driven directly to the Sales Pro- 
motion Center. Here he registers, 
gets a name badge already made 
out, a program that lists the sched- 
ule of events hour by hour, and a 
roster of his fellow participants. 
This tells him that 41 paper mer- 
chants are represented by one or 
more staff members. Altogether the 
men come from 40 cities, from Bos- 
ton, Mass. to Orlando, Fla., from 
Portland, Ore., to Los Angeles, Cal. 


over 


> It is easy to relax in the comfort- 


able Sales Promotion Center. The 
decor and the lights are subdued, 
the furniture is comfortable. The 
building is a far cry from the stark 
warehouse it once was. And in a 
lounge with a crackling fireplace 
and soft carpeting, waitresses take 
orders for what the program—with 
its nautical theme—quaintly 
“grog issue.” 

By 8:30, the ice has been well 
broken, and the group is ready for 
dinner. Tables have been set in the 
Center’s large room, and the group 
is seated. A fine dinner, cooked in 
the Center’s well-equipped kitchen 
by the staff chef, 
two to three hours. 

There is no program attempted 
at dinner, other than a brief word 
of welcome. A dozen or so Kim- 
berly-Clark men are with the group, 
sharing dinner, conversation, and 
friendships. The talk is as often 
about the local curling league or 
Wisconsin fishing as it is 
paper. 

After dinner, the guests are 
driven to hotels, either in Neenah 
or Appleton, not many miles away. 
Their bags are waiting, rooms have 
been reserved and assigned, and 
after a trip, libations and dinner, 
the men are ready for a good night’s 
sleep 


calls 


takes a leisurely 


about 


» They need it, too, for two full 
days have been scheduled. Break- 
fast at the hotels is at 7:15, so that 
the program can get under way, 
back at the Sales Promotion Center, 
by 8. It will last, with interruptions 
only for meals and other necessi- 
ties, until 10 that evening, followed 
by a second day almost as long. 
During these two days, the guests 
will listen to speakers on the 
various product lines in which they 
are interested, will be told the com- 
pany’s promotion program, will 
learn about coming products, will 
visit some of the company facilities, 
will have an opportunity to talk 
among themselves and to top com- 
pany officials. By the time they are 
driven to the railroad 


station on 





Thursday late afternoon, they will 
have learned a great deal about 
Kimberly-Clark and its products. 

This is a heavy program, but 
through good planning, it is never 
dull. Each season a basic theme 
is adopted, and each item of the 
program is tied into it. This year, 
for example, the meeting was 
dubbed the annual cruise of the 
SS K-5, the flagship of the K-C 
Line (The K-5 is Kimberly's new- 
est giant paper-making machine). 
The program was couched in nauti- 
cal terms, like a 15-minute break 
called “Hit for the Head,’ and the 
skits and songs which broke in at 
frequent intervals were all based 
on the cruise of the SS K-5. 


> Most of the sessions and activity 
on the program took place in the 
main room of the Center, an audi- 
torium 48’ across and 44’ deep, 
which could be supplemented if 
necessary by an irregularly-shaped 
foyer, 32x32’. A folding curtain wall 
separates the two areas. 

On the left of the seated audience 
is a long draped wall, behind which 
is revealed, when the curtains are 
drawn back, models illustrating the 
wide variety of products produced 
by the Kimberly-Clark Co. The 
right wall is occupied by a display 
box, whose contents are changed to 
fit the theme of the special meet- 
ing. 

At the business end of the audi- 
torium is a stage 34’ across and 16’ 
deep. It is equipped with several 
curtain tracks, all electrically op- 
erated, motion picture and_ slide 
screens, footlights, overheads and 
tormentors. Behind the stage is a 
32x48’ room used for the prepara- 
tion and handling of scenery, props, 
costumes, and other items required 
during a_ presentation. Another 
room, of the same size, is available 
for display storage. 

Nerve center of the entire build- 
ing is the projection room, located 
at the far end of the foyer above 


Schedule Control Bob Lloyd, the 
Center's director, examines the chart on 
which each booked event is logged 


the office. From this one point, an 
operator can control all the lights 
in the building. He can dim the 
house lights in the auditorium, turn 
on and off the display on the right 
wall, draw back the curtain cover- 
ing the product display, illuminate 
sections of the latter, open and close 
all the curtains on the stage, raise 
and lower the projection screens, 
and control the stage lights. 

Both projection and sound are 
handled from this room. Tape re- 
corders by Sound Ine. and 
Magnecorder enable the operator 
to record any of the activity in the 
building or to play, through indi- 
vidual speakers or the general 
sound system, sound effects and 
music for the presentations, or just 
background music for cocktails. A 
microphone also permits the system 
to be used for paging or announce- 
ments. Turntables at all speeds have 
been installed. 


For projection, an RCA 16mm 
projector was selected as the stand- 
ard for motion pictures. Slides are 
handled by a Golde All-Purpose 
1000 watt (for 2x2’”’) and a Genarco 
Extra-Wide Angle Slide Projector 
(for 3144x414’). All three of these 
are more or less permanently in- 
stalled. In addition, a TDC Vivid 
slide projector is available for use 
with smaller groups. 


> The key presentation, and the 
main purpose of the Center, is the 
annual series of schools for mer- 
chants. For this, a _ professional 
coach, Carl Robbins, Westport, 
Conn., is brought in to plan the 
script, to select the cast, to super- 
vise the stage design and direction, 
and to coach the dozen or so Kim- 
berly-Clark executives who take 
active roles. The rest of the cast is 
recruited locally, from little theater 
groups. 

The Center has a full-time staff 
of six operating people. Heading 
the staff is a director, whose main 
responsibility is to see that the visit 
is a pleasant experience for the 
company’s guests. He has an assist- 
ant in the office, who takes care of 
reservations, keeps records, and 
handles clerical details. There is 
a permanent production staff of two. 
The production manager assists Mr. 
Robbins at the major shows, and 
then carries on during the year 
himself. Later shows are frequently 
sections or rearrangements of the 
big ones. An assistant to the pro- 
duction manager is responsible for 
designing sets, building or obtain- 
ing props. A maintenance man and 
a custodian keep the building and 
equipment in top shape at all times. 

The catering department, in addi- 


DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 25 YEARS 


A tery wee ei 1 
Gaehs ema 
2: a 013 


DOES IT FASTER! 


You can count on Marie to hangie your compiete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 
Multigraphing ¢ Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing ¢ Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 


TEL-A-STORY COMMANDS 
VRE BEE 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
PEPS UP POINT Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES Uct using tw elve 
MEETINGS 35mm or 2” x 2” 
square transparen- 

cies on a 156 sq. in. picture screen. 
Copy changes automatically every six 
seconds. Economical to own and _ use. 
Ideal for any type product or service. 
Write Dept. X 

for illustrated brochure 
and prices 


DRAWS CONVENTION 
CROWDS 


ae SS Ls 
523 Main Street, Davenport, lowa 


REWARD! 


If the person who found a bulging 
leather wallet on Main Street will 
spend a small part on a mailing of 
“Secret Message’’ postcards printed 
with invisible ink, he'll be surprised 
at the results! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 
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tion, has two full-time people—a 
head cook and a head waitress. 
These two people report daily, and 
are supplemented by additional 
kitchen and dining room help as 
needed. And they often are, for in 
1957, on about 350 days of the year, 
some group or other visited the 
Center. The total registration was 
about 6,000 people, and since many 
visitors stayed for slightly more 
than two days, 20,000 meals were 
served last year. 


’ The Sales Promotion Center is 
part of the Advertising and Sales 
Department of the Industrial and 
Specialties Division. An indication 
of its importance is that its director 
is considered of equal stature on 
the organization chart with the 
various product managers, all of 
whom report to the director of ad- 
vertising and sales. 

While its major purpose is its 
series of schools for paper mer- 
chants, it is also used for other 
Provided they do 
not interfere with primary dates, 
other events can be handled. Some 
internal company meetings have 
been scheduled as a convenience to 
various divisions, but supplemen- 
tary sales promotion sessions are 
more important. For example, a 


purposes as well. 


distributor can invite, on behalf 
of Kimberly-Clark, a group of large 
paper buyers, either printers or 
periodical production people. The 
program will be built around the 
interests of the specific groups, and 
can include visits to any of the 
nearby paper mills and laboratories. 

The annual budget for the Center 
is running about $200,000. About 
half of that goes into the develop- 
ment of the major schools and other 
customer visits. Salaries, at $50,000, 
are the next largest item, followed 
by $40,000 for building overhead and 
$10,000 for building improvements. 
About $20,000 goes into food and 
liquor, and while this is only 10% 
of the total budget, it is an extreme- 
ly important item in making a visit 
to Neenah a memorable event. 


> All in all, Kimberly-Clark con- 
siders its Sales Promotion Center 
one of its most important promo- 
tional tools. As simple evidence of 
that is the fact that the 1954 figure 
of 175 group days had doubled by 
1957! 44 


Brochure Details Kellogg’s 
Model Plant Program 


The importance of scale models 
in the designing process is stressed 


in an illustrated brochure from M. 
W. Kellogg Co., New York. 

Entitled “Models: New Route To 
Better Plant Design,” the brochure 
discusses the highly successful Kel- 
logg system for planning its future 
plants with fully-scaled, 3-D mod- 
els. 

Cost-saving factors in the use of 
the models include, according to the 
company, their usefulness in resolv- 
ing questions of arrangement and 
operation before the plant is in use, 
plus the ability to serve as a master 
plan for an entire technical staff. 

Additional sections of the bro- 
chure describe Kellogg’s new rapid, 
push-fit model-making technique, 
which permits more practical work 
freedom in the various job stages. 


. for more details circle 411, page 121 


Homasote Tells ‘‘How To’’ 
Build Your Own Domasote 


Quick outside exhibit 
tion is demonstrated by the 
Homasote Company, in a_photo- 
diagram leaflet showing the step- 
by-step building of a “Domasote.” 

A geodesic dome of weatherproof 
Homasote boards, the Domasote is 
reported to cost less than $1 per 
square foot upon its completion. 


construc- 


. for more details circle 412, page 121 


Put ‘“Transferees”’ on the New Job FASTER. 


CARE AND COURTESY by North American 
Van Lines’ moving specialists win goodwill 
of transferred employees—and of their wives! 


SKY-LIFT SERVICE, pioneered by North 
American Van Lines, speeds up the delivery 
of household goods and also business products. 


SPECIALLY SEALED SEA-LIFT  pro- 
tects each overseas shipment. North American 
Van Lines is the leader in world-wide moving. 


Listen to ALEX DREIER, 
‘*Man on the Go for 
the Van on the Go,"’ 

every Sunday on Monitor. 
NBC Radio Network 

6:05 PM EST 


“es 
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DOOR-TO-DOOR DELIVERY...UNCRATED...HIGH-VALUE PRODUCTS...EXHIBIT DISPLAYS 
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Add to Aids... 


New Exhibit Products 
Introduced to Field 


Exhibiting gets easier, looks 
better, with the aid of new products 
developed for the field. Some of the 
more interesting new products 
noted by AR are as follows: 


Marlite A 
Paneling 


plastic-finished 
paneling that gives 
old surfaces, as 
well as new, a professional-decora- 
tor look has been introduced by 
Marsh Wall Products Inc. 

It can be easily cut and fitted 
with ordinary carpenter tools, and 
requires no extensive preparation 
of surfaces before it is applied. 

A full-color illustrated brochure 
—punched for notebook insertion 
—details Marlite specifics on con- 
struction and ordering plus _ illus- 
trating the wide variety of finishes 
and colors currently available in 
stock. 


. .. for more details circle 413, page 121 


Wasco 
Acrylite 


High-design ex- 
hibit panels in 
crystalline plastic 
embedded with fabric or foliage 
materials have been introduced by 


Happier, with NORTH AMERICAN service 


its WIFE-APPROVEDI 


No Work or Worry—everything handled with utmost care 
by skilled moving technicians. 


Custom-Fitted Covers for sofa, TV set, other large pieces; 


special cartons for small items. 


Dustproof Wardrobes to keep wearing apparel ‘‘cleaner- 


fresh,” unwrinkled by trip. 


New ‘‘Sof-Pak’’ Wrap—dishes and glassware kept safe and 


clean, ready to use on arrival. 


Wasco Products Inc., 
Mass. 

Uniquely decorative while strong 
structurally, the acrylite sheets en- 
able the embedments to be seen in 


Cambridge, 


Se SE 


[Seo R eR 3 


Romantic Invitation . A four-page 
folder in deep blue and black was used 
as a direct mail piece and a business 
paper insert to invite visitors to the 
booth of Besser Co., Alpena, Mich., 
makers of concrete block machinery. 
The inside fold showed a chart of the 
exhibit floor at the Concrete Industries 
Exposition. 


three dimensions in natural color 
fidelity. 

Resistance to moisture and weath- 
er enables acrylite use in outdoor 
exhibits, and inside use offers ex- 
hibit privacy without cutting out 
light. 

It is available in 36x72” sheets of 
lg, 3/16 or %4” thickness. A color 
folder illustrates some of the pat- 
terns currently available and dem- 
onstrates the ease with which the 
material can be cut to desired size 
or shape. 


. . » for more details circle 414, page 121 


Do-it-Yourself Tips 
Offered by Masonite 


A helpful diagram detailing plans 
for the “self-construction” of port- 
able display exhibit units with or- 
dinary lumber-yard materials is 
available from the Masonite Corp., 
Chicago. 

The plans can be utilized for 
either single or multiple form dis- 
plays and information accompany- 
ing the diagram includes specifics 
on the amount of lumber needed, 
the type of Masonite “Peg-Board” 
panels to use, and the kind of ready- 
to-use metal fixtures and metal legs 
to purchase for this use. 


. . . for more details circle 415, page 121 


Phone your local NORTH AMERICAN VAN LINES 


Agent and Warehouseman now... 


He’s listed in the Yellow Pages under ‘‘Movers.’”’ Get 


details of ‘“Wife-Approved”’ moving and storage for trans- 


ferred personnel; also North American specialized indus- 


trial services: moving displays, high-value products, etc. 


Or send coupon below. North American Van Lines, Inc., 
World Headquarters, Fort Wayne, Ind. «+ North American 


Van Lines Canada, Ltd., Toronto. 


On-Time Pickup, Delivery—/leet of 2200 vans controlled 
by nationwide electronic dispatching network. 


**Follow-Thru’’ Service anywhere; agents in more cities 


than any other van line. 


GIANT ROAD ATLAS FREE 


to personnel or traffic managers. 
120 large maps, all states, 
Canada, $1.75 value. Call your 
local North American agent 


for your personal copy. 


North American Van Lines, Inc. 


NAME.. 


COMPANY.. 


ADDRESS 


?ELOCATED OFFICES AND LABORATORIES 


World Headquarters, Dept. AR-48, Ft. Wayne 1, Ind. 


Send me information on North American Specialized Industrial Services 
as checked below. This does not obligate us in any way. 


[_] Have local agent call 
(_] High-Value Products [_] Overseas Moving [_] Business Relocation 


(_] Transferred Personnel [_] Exhibit Displays 
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How your truth dollars 
help keep the Reds 
in the red 


e The truth dollars you give to 
Radio Free Europe help keep 
truth on the air behind the Iron 


Curtain. 


And the truth is an enormous- 

ly disruptive force to the Reds. For it keeps 
their captive people thinking . . . wondering 

and less than completely dominated. 
The truth keeps needling the Reds. Breaks 
through their monopoly of lies. Keeps them 
unsure. Off balance. And thus the truth 
keeps up to forty fully armed Red divisions 
tied up policing Russia’s satellite countries. 
Korty divisions, mind you, that might 
otherwise be put to more aggressive use 


elsewhere . . . and who knows where? 


Your truth dollars keep the 29 super- 


powered transmitters of the Radio Free 
Europe network on the air. . . broadcasting 


the 


truth behind the 


[ron Curtain 
every hour of every day. 

Why your truth dollars / 

Because Radio Free Europe is a private, 
non-proht organization supported by the 
voluntary contributions of American busi- 
ness and the American people. And your 
dollars are urgently needed to keep it on 
the air... to help operate its transmitters, 
pay for its equipment and supplies, and its 
scores of announcers and news analysts in 
5 languages. 

Help keep the Reds in the red. Send 
your truth dollars to Crusade for Freedom, 


care of your local postmaster. 


FREEDOM IS NOT FREE! 
Your Dollars Are Needed To Keep Radio Free Europe On The Air 
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Letterpress has begun to meet the challenge of lithography with rapid 


technical developments, some already available to printing buyers. 


The period since World War II 
has been one of amazing progress in 
the graphic arts. Every method of 
creative reproduction has under- 
gone unparalleled metamorphosis— 
in fact, “you wouldn’t know the old 
neighborhood”! 

Much of the progress is general 
industry advancement—of basic 
value to all the printing processes. 
This includes photocomposition, 
electronic color separation, three- 
color method of color reproduction, 
fluorescent and faster drying inks, 
finer and whiter papers, and longer- 
wearing, finer-grained, faster-etch- 
ing metals. Laboratories and testing 
equipment have brought new con- 
cepts of printing into commercial 
view—dry relief offset, which is a 
combination of the principles of 
letterpress and offset lithography, 
xerography, ferrography, ferromag- 
netography, therimagraphy and 
smoke printing. Flexography, gra- 
vure, screen process and collotype 
have had notable process develop- 
ments. 

But recently, modern letterpress 
has shown the most pronounced 
development activity. What are the 
advancements that have made let- 
terpress modern? What specifically 


This article has been taken from a book- 
let entitled “The Advantages of Modern 
Letterpress.” Complete copies of the book- 
let may be obtained without charge from 
the publisher, Rolled Plate Metal Co., 
Brooklyn 31, N. Y. 


Here is a report of some of the newest advancements in the art. 


has been done to further improve 
letterpress and make it the choice 
of more commercial printing buy- 
ers? Without the technical whys 
and wherefores, here are advance- 
ments that typify the progress and 
what that progress means in higher 
quality printing and printing serv- 
ice at lower costs. 


Powderless etching . . Chemistry, 
metallurgy and 
been 


mechanics have 
combined to create a new 
method of etching shoulderless line, 
halftone and combination plates. 
The result—consistently high qual- 
ity printing plates, produced fast- 
er and more economically. 


New engravers’ metals... New 
finer grained zine alloys that etch 
faster, deeper and smoother and 
assure color register, reduce un- 
dercutting and provide maximum 
resistance to wear are now available 
for powderless and _ conventional 
etching. Magnesium alloys, 20 to 
25° the weight of other metals, 
have been perfected for high speed, 
long run, quality printing. 


Chromeplating . . Chromeplated 
printing plates have made runs of 
over two million possible with no 
noticeable sign of wear. Reruns can 
now be made from the same plates 
in large quantities with the as- 


surance that the high quality will 
be consistent and the last impres- 
sion will be as clean as the first. 
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Electronics in photoengraving. . 
Electronic halftone cameras that 
produce screened positives or neg- 
atives from continuous tone copy, 
and electronic platemaking equip- 
ment have been successfully tested 
and are being used commercially. 
The electronic controls of the cam- 
era can be adjusted to improve re- 
production quality by selectively al- 
tering the tonal values of the copy. 


Curved plates . . Accurately 
curved, long-wearing, direct print- 
ing plates are now being produced 
for rotary letterpress. Increased 
precision in the manufacture of 
curved electrotypes has been ac- 
complished with the new centrifu- 
gal pressure method of casting and 
with cold curving dies of Swedish 
spring steel. A new _ laminated 
curved plate, attached to a saddle 
of aluminum with a layer of plas- 
tic, features light weight and 
strength factors with dimensional 
stability and precision register. 


Rubber plates . . Advancements 
in rubber materials and 
for producing 
been major 
low-cost, 


methods 
rubber plates have 
factors in achieving 
high quality 

printing. Over 85°) of all 


plates are made from original let- 


package 
rubber 


terpress photoengravings. 


Silver spray for duplicate 
plates .. As a chemically deposited 
replacement for 


graphite, silver 
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Look at these new low prices! 


100,000 . ‘2.89 m 
250,000 . ‘2.31 m 
500,000 . ‘2.12m 


3 1/2" x 5 1/2", lithographed 4-color pro- 
cess, two sides, 70# number one coated. 
Prices based on copy ready for camera. 
Original plates additional. 


No need for large inventory. 
Frequent Colorform combination 
press runs can supply your needs 
as required. 

Write today on your business 
letterhead for more information 
and free Colorform Booklet de- 
scribing our exclusive process. 

Uep.. AR-4ES 


H. S. CROCKER CO., INC. 
San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Presentation Panels 
that help sell ideas 


Steel-framed fiberboard panels turn like pages 
in a giant book, replacing flip-charts and the 
‘‘window-shade”’ type presentation. 6, 8, 10, 
or 12-panel floor units (illustrated); also wall- 
mounted units and counter-top models. Ideal 
for sales meetings, planning sessions, advertis- 
ing presentations, lobby exhibits, for school 
and library use, and retail display of flat 
goods. Mail the coupon for descriptive litera- 
ture and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 
925-935 North 10th St., St, Louis 1, Mo. 


Please send literature on Presentation Panels 


spray provides a better electro- 
conductive surface, more uniform 
shell thickness and density, cleaner 
type forms and reduced plating 
time. 


Vinyl sheet molding . . Synthetic 
resin, thermoplastic sheets are 
widely utilized today in the mold- 
ing of electrotypes. Lighter, plas- 
tic sheets afford another material 
to augment wax and sheet lead 
molding. 


Shell backing equipment. . 
Shell backing methods and equip- 
ment have been perfected to speed 
the production of flat casts. An 
automatic caster with a _ water- 
cooled platen and controlled hy- 
draulic pressure, and a tempera- 
ture-controlled casting machine 
employing a push-button system of 
uniform heating and cooling have 
also increased the quality of the 
casts. 


Solidifier-leveler and shaver. . 
Hard, durable, accurate, flat elec- 
tros with a minimum of handfinish- 
ing are results of new equipment 
like the hydraulically operated 
solidifying shaver. It solidifies the 
backing metal and shaves to tol- 
erances of one-half thousandth of 
an inch in one operation. The solidi- 
fier-leveler, by cantilever action on 
a series of staggered rollers, com- 
presses the backing metal with 
controlled pressure and levels the 
face of the plate for high printing 
uniformity. 


Plastic electrotypes .. A plastic 
printing plate, one-fifth the weight 
of a standard electrotype, is the 
answer to easier handling and re- 
duced shipping costs. The new 
plate is essentially a copper electro 
shell backed with a plastic material. 


Pre-press makeready .. A new 
concept of pre-press makeready 
with supporting equipment has been 
established and proved under actual 
plant conditions. One case history 
reports a 50% reduction in po- 
sitioning time, 15% cut in make- 
ready on two-color and single-color 
publication printing and over 25% 
reduction on multi-color printing. 
Another plant records an over-all 
makeready cost cut of 20 to 30%. 
These savings plus cleaner, sharp- 
er, more level impressions are ac- 
complished through the use of 
metal base plates, planed and 
mounted on precision equipment. 


Plate registerscopes . . Equip- 
ment for the exact registering of 
engravings in the form have been 
designed and are now being used 


commercially to further increase 
printing quality at a savings in 
time and labor costs. 


Press makeready . . Precision 
overlays for impression cylinders 
are now made in minutes rather 
than hours. Time savings are 
ranging from 25% to 45% from 
lock-on of the form to the release 
time for running. This faster, more 
accurate press makeready is possi- 
ble with a _ mechanically-perfect 
tonal over-lay that rises precisely, 
dot for dot, in relation to the ink 
density when exposed in a dry- 
process exposure unit. 


ROP color . . Run of paper color 
has come of age in_ letterpress 
printed newspapers across the coun- 
try—over 650 papers now offer 
additional color and 300 are now 
able to print full-color illustrations. 
The quality of this color work is 
steadily climbing because of the ad- 
vancements in letterpress equip- 
ment, because of uniform methods 
of copy. preparation, improved 
photoengraving and duplicating ma- 
terials, and standardized inks and 
plant procedures. 


Platen and flat-bed presses . . 
Small presses now being manufac- 
tured are capable of speeds of 
4,000 to 5,000 impressions per hour, 
matching the speed of similar size 
offset presses. They also feature im- 
proved inking systems and cover- 
age, 60 second wash-up, auto- 
matic lubrication, positive register 
and adjustable impression control 
that eliminates 85° of press make- 
ready. These features mean less 
press downtime and greater sav- 
ings to the printing buyer. 

New flat-bed equipment also in- 
corporates the latest design and 
engineering advances—steam feed- 
ers, positive chain delivery of pa- 
per, accurate front and side regis- 
ter, simplified makeready, auto- 
matic wash-up, one shot lubrication, 
complete accessibility, quick 
changeover, fewer adjustments and 
increased impressional strength. 
These advances spell faster, finer 
printing for the commercial printing 
buyer. 


Rotary presses . . The long list 
of technical developments and 
progress made by the letterpress 
industry would not be complete 
without a discussion of the tre- 
mendous amount of engineering 
and planning that has gone into de- 
signs for new, small rotary letter- 
press equipment for the commercial 
printer. The successful curving of 
plates has eliminated the final tech- 
nical problem and within months, 
the first small rotary press for rela- 
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ATLANTIC BOND is the artes genuinely 
watermarked sulphite bond that reproduces EASTER nS 
better and looks sharper and clearer. 









ATLANTIC BOND means smoother running, too, 
because it has correct bulk and rigidity. And, 
it is moisture-controlled for dimensional sta- 
bility ... assures more accurate register on 
every run...less time and effort on re-runs. 












Your Franchised EASTERN Merchant will send 
you, on request, a free packet sampling Clean 
White and six eye-appealing colors. 


EXCELLENCE IN FINE PAPERS 
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| tively short runs will be on the 
A : — a } | market. 

FLOWER grew by the wayside. No one stopped See aii tink Mas tine 
‘66 9 . > ady ee Ei 
to say, ‘‘Hello’”’ and the little flower thought that i aa came tee = 
no one liked it. But next spring those who had Se Sairete, 6 wal how Being built 
will be in operation in the near fu- 
passed by remembered its beauty and the garden ee ee eee, 
will have a web speed of 2,000 feet 
shop had to re-order seeds time and time again. per minute, will print six colors on 
both sides for a total of approxi- 
. . . . . mately 33,000 impressions per hour! 

DF KELLER CO Printers with imagination | ten tons of printed pages! 
— sie ' : a at a However, the importance of this 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS wane tan tie acai viii sell 
. : . — printing buyer is not in the 33,000 
We have clients in America’s foremost | impressions per hour nor that it 
: : : is web-fed but rather in the de- 
industries and would like more velopments in letterpress printing 
equipment that have made this 
speed possible. High production and 
superior quality will be achieved 
through the utilization of lighter 
plates; pre-registration of color 
plates; accurate caliper control of 
finished plates; tension, rather than 
compression, locking; high speed 
inking systems based on the prin- 
ciple of a rotary ink ductor, a 
minimum number of rollers and 
two spring loaded form rolls; high 
turbulence vacuum dryers; elec- 
tronic register control; and pre- 
cision engineered jaw type folders 
that operate at corresponding 
speeds. The adaptation of these 
principles to the commercial presses 
will undoubtedly be one of the 

peaks in letterpress progress. 


> These major developments, the 
new products and new methods, 
are in addition to the progress made 
by the individual member organiza- 
tions of the industry. The keen 
competition between photoengrav- 
ers, between electrotypers, between 
printers, equipment manufacturers 
and suppliers, coupled with the 
deeply rooted desire to do a better 
job, to produce a better product, 
have raised even higher the qual- 
ity and fidelity of letterpress and 
have increased the flexibility, speed 
and economy of the process. 44 
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et KENS KLIP ART 
we ) 100 BIG PAGES of modern 
R CO., INC. umorous illustrations 
ype sane YM ready for you to clip and use 
ee 41) FOURTH AVE , $25 Complete 


a Send for free sample page The dehumidifiers can’t handle it 
KENS KLIP ART 


P_O. BOX 871, CINCINNATI 1. OHIO anymore, sir— 


See Shimmer-Motion at DECHAR Both 


POPAI Show, Sheraton-Astor Hotel, N.Y.C.—April 15-16-17 {204-205 
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— TENDER MADE SLICE W'SERVE 


Market Test Proves | 
Huge Potential 


MAKES HAM: AN 


EVERYDAY. MEAL 


How To Merchandise ROP COLOR 


To get the greatest value 
out of ROP Color, follow 
Wilson & Co. and merchan- 
dise it to your dealers. 
Here are some of the 
things learned by this 
leading meat packer. 


By Mark Cox 

Director of Advertising and 
Sales Promotion 

Wilson & Co., Chicago 


We, at Wilson, consider mer- 
chandising a two phase operation: 
1. merchandising to the trade, 

2. merchandising to our own sales 
organization. 

Contrary to what most people 
think, these two elements are of 
equal importance to us. 


> Why is merchandising to our own 
personnel so surprisingly vital? We 
have learned the hard way that in 
order to make any type of cam- 
paign a success, it is necessary to 
first sell the people who will ulti- 
mately end up selling your pack- 
age. In our case, this means selling 
our own salesman. 


This article is based on a speech given 


at the 2nd annual ROP Color Confer- 
ence. 


Therefore, the first phase of our 
project is to supply him with com- 
plete information, presented itself 
in a selling fashion. This we do 
through many ways including bulle- 
tins, teaser letters, brochures and 
film presentations to foster his edu- 
cation on the particular project. 

Our salesmen, like most every- 
one, have different ideas about ad- 
vertising. Like most of us, our sales- 
men have _ favorites when _ it 
comes to advertising media, and 
you will be happy to know that 
ROP newspapers in their local mar- 
kets head the list. Maybe that’s the 
reason the problem of merchandis- 
ing our ROP color advertising to 
our own sales group is not as diffi- 
cult as some other media with 
which we work in the course of a 
year’s over-all program. 

Our salesman can quickly visua- 
lize ROP color in his local news- 
paper reaching his local customers. 
This, in turn, brings his local Mrs. 
Housewife to the store selecting 
our products. This moves merchan- 
dise, makes the meat buyer hap- 
py, and thus makes the salesman’s 
job of calling on the buyer more 
pleasant and fruitful. 

This is a simple cycle which most 
every ROP advertiser hopes to 
achieve. True, it looks elementary. 
However, actually there are many 
interim steps involved in putting 
this promotion together before Mrs 
Housewife completes the cycle by 
selecting your product over that of 
your competitor. 


> Let’s view a typical such cycle 
involving a brand new Wilson 
product being placed on the mar- 
ket for the first time. We’ll take 
the individual market test of a 
new ham called Tender Made Slice 
n’ Serve. It is a completely revolu- 
tionary form of the old style bone- 
in ham. It differs in size, shape, 
trim and sells for a premium price. 
Because this ham is entirely differ- 
ent, we knew it would require a 
completely new approach, not only 
in selling and advertising, but from 
a merchandising point of view. 
Our first step was to form special 


New! Tender Made Ham 
thats all lean meat? 


o 


Campaign Nucleus This full 
od was the center of the prom 
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CLAREPORT. 
REPORT COVERS 


WITH THE Jransparont FRONT 


. make a show window’’ for more effective 
presentations, reports, catalogs, surveys, etc. 
Clareport Regular has a clear acetate front 
and a back of Strathmore Beau Brilliant 
cover stock—choice of 9 smart colors. 

Send for FREE SAMPLES and prices now! 
Clareport Deluxe has a heavier acetate 
front with a rugged simulated leather back 
in 6 smart colors. Send 75¢ for sample. 


Both hold 11”x8'/,” sheets (special sizes to order). 
¢ Belford specializes in stock and custom-made 
easel and presentation binders. Your problem 
solved adie and inexpensively. 


Write Dept. AR—or Tel. PLaza 7-5950 


ea a 8 all Inc. 


Creative Binders for Adve STOTT 


318 West 48th Street, New York 36, N Y 


BOLD 


_approach 
“ works 
every, 
time ! 


WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color information Kit 


e “Color Card’ Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer. . 
‘For all your bright ideas.’ 


Lawton (pp chowicas Inc. 


. Specify BOLD 
3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N. J.* San Leandro, Cal. 
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merchandising groups emanating 
from the Chicago head office. These 
special merchandising groups in- 
cluded Sales, Home Economics, Ad- 
vertising and Merchandising. These 
groups went to school to learn all 
points on the new product from the 
technical operation involved in pro- 
ducing the product, right on through 
pricing and selling, planning of 
advertising, staging of store dem- 
onstrations and sampling, etc. 

Following this classroom training, 
each member of the merchandising 
task groups could answer most any 
question on any phase of the new 
product. These special merchan- 
dising teams then were turned loose 
calling on the individual Wilson 
plant and branch _ organizations. 
They were teachers instructing stu- 
dents who were to carry the Ten- 
der Made Slice ‘n’ Serve story to 
the trade in the selected markets 
where it was to be introduced. 

Schoolroom sessions were high- 
lighted by a film presentation cov- 
ering all basic points of the new 
product. This was simplified visual 
education applied in its most in- 
formative fashion for adult selling 
and merchandising personnel. The 
film was so designed that it could 
also be carried by these same sales- 
men and merchandisers into local 
store buying and merchandising 
groups. This was to prove a strong 
selling vehicle in the hands of our 
Wilson personnel. 


> The advertising phase of this 
marketing concept featured full- 
page, four-color newspaper ROP 
ads with highly keyed, appetite- 
appeal artwork and strong sell copy 
telling Mrs. Housewife why she en- 
joyed more ham for her money in 
spite of paying a premium price, 
since all the waste elements of a 
normal ham had been eliminated in 
this new culinary feature. 

Our advertising was timed to give 
our salesmen a chance to use it as 
a selling tool with the trade. Then 
when the salesmen had achieved 
distribution, the advertising broke 
to help move the product into the 
hands of the consumer. 

To help our salesmen achieve this 
basic distribution, a special four- 
page newspaper type merchandis- 
ing brochure was prepared. It was 
entitled “Wilson Tender Made 
Times,’ not a particularly exciting 
name, but an expressive one for 
this purpose. 

The front page consisted of news 
release type stories covering all 
conceivable points of the new prod- 
uct. The center spread was printed 
in full ROP color. This we referred 
to as our sell section. Featuring 
this, of course, was the illustration 


of our full-page, full-color ad. 

On the left hand page of our cen- 
ter section we illustrated colorful 
serving suggestions, included an 
article on the tremendous sales op- 
portunity represented by this new 
product, and tacked an actual sam- 
ple of the new Mylar wrapper ma- 
terial, which is one of our strongest 
selling features. All of our serving 
suggestions were illustrated in full 
color also to obtain the maximum 
appetite appeal. 

The back page of this merchan- 
dising piece, which some of our 
salesmen referred to as their Slice 
‘n’ Serve Selling bible, illustrated 
the point-of-purchase material, cov- 
ered the publicity plans, touched 
on displays and sampling dem- 
onstrations, and recapped our en- 
tire advertising program. 


> Along with these merchandising 
brochures, we armed our salesman 
with actual figures. We informed 
him of how many of his customers 
would be exposed to his advertising 
when the program began. We sup- 
plied him with figures on how much 
better his ROP color ads would be 
remembered than had they merely 
been run in black and white. We 
told him how Mrs. Consumer would 
more readily remember his package 
once she arrived at the meat 
counter. 

Our salesmen were quick to grab 
on to this specific merchandiser, 
and distribution was such that our 
first series of ads was scheduled 
to follow shortly thereafter. Once 
the ads ran, into Chicago poured 
reports of the quick acceptance of 
this new ham with many glowing 
instances pointed out where the 
ROP color newspaper ads were in- 
strumental in obtaining additional 


ee STORE NAME 9% 


uifs fall. time to eat hearty ! 


ot vaiwes oe tome 


aan 


COOL WEATHER SPECIALS 
FOR HALE NW HEARTY MEALS * 


Resewed 
FOR YOUR WEEKLY FEATURES 


© 
STORE NAME -t 


Co-op Ad... This joint promotion gave 
the local grocer his own color ad. 
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( ANY detail, any color or hue, that you can 
\ * eateh with a camera can be faithfully reproduced 
on BECKETT HI-WHITE. Type looks sharper (note 
this as you read it) ... blacks look blacker . . . colors look 
deeper toned on this extraordinary sheet. The paper itself 

is startlingly white, but with a roseate undertone, producing—for 
the first time in a printing paper—the effect of whiteness with 


warmth. For further details, please turn the page. 





BECKETT HI-WHITE is available in 
four standard basis weights — 
70, 80, 100 and 120 lbs., and in four popular sizes. 
60 lb. furnished on minimum making orders of 5,000 lbs. 
In addition to Smooth Vellum, Beckett Hi-White 
can be supplied in a variety of fancy finishes. 
[ts matching cover stock, Hi-White Buckeye Cover, 
is made in four weights and is available in Antique, 
Smooth Vellum and a variety of fancy finishes. 


Complete sample books on request. 


BECKETT 


THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


This is BECKETT HI-WHITE, Coral Finish, 80 Lb. 











Internal Publication 


Merchandising 
hints filled issues of this house organ. 


distribution. This was mid-June. 
Sales continued to show a healthy 
growth. In mid-July the second 
series of ads was released. The 
same basic copy and artwork were 


used as appeared in our original 
ad. 

However, this time we went a 
step further and showed Mrs. 


Housewife where she could buy the 
product through the means of an 
accompanying dealer listing. We 
discovered that many of the deal- 
ers listed had mounted a tear sheet 
of the ad the day that it ran. These 
appeared on windows, and 
often times near the meat counter 
where they complemented our reg- 
ular point-of-purchase material. 
It is too early to say that this 
new ham will be a world beater. 
However we do know sales are in- 
creasing every week. We also know 
-through market  research—the 
people who try it once, buy it again 
and again and they first heard 


store 


about it through ROP color ad- 
vertising. 
> Like most companies, Wilson 


plans as far in advance as possible 
on promotional campaigns. Many 
are planned a year in advance, and 
such is a program that broke 
October 14. This is a related 
promotion that in Life and 
Ladies’ Home Journal on a tie-in 
with General Foods Log Cabin 
Syrup. The syrup is recommended 
as a topping for new Tender 
Made Slice ‘n’ Serve Ham, and is 
tabbed in true copywriter style as 
“Glaze of Glory.” 

We have even brought our bacon 
into the ad in a lesser way. 

What has this to do with ROP 
newspaper merchandising, you are 
asking. First, it involves another 
typical example of our merchan- 
dising methods and, secondly, news- 
paper ROP color is a very definite 
part of it. 


on 
item 
ran 


our 


As for the merchandising, we 
have redesigned our bacon pack- 
age to carry the artwork used in 


this national ad during the course 
of this campaign. On the back of 
this same package we make a cross 


reference to the ham featured and 
the syrup of partner in 
promotion. 

We have planned a special book- 
let that is attached to every Ten- 
der Made Ham describing our new 
“Glaze of Glory,’ and a special la- 
bel has been designed to be ap- 
plied to the back of each bottle of 
Log Cabin Syrup further marrying 
the related products during the 
period of the promotion. Of course, 
a complete selection of display ma- 
terial is an important essential of 
merchandising this promotion at the 
store level. 


our this 


>» Now comes the newspaper ROP 
color contribution. This was a new 
venture for us, and it proved suffi- 
ciently successful that it will prob- 
ably become a part of our future 
merchandising plans. Both Log 
Cabin and Wilson offered their 
dealers a specially designed ROP 
newspaper color mat, absolutely 
free of cost to the dealer. This is 
probably the first time a newspaper 
color mat has been offered by two 
major food powers on a single tie- 
in basis. 

This we feel is one of those op- 
portunities where both the supplier 
and the trade benefit. The supplier 
of the mat enjoys a prominent dis- 
play of his product. The store 
utilizing the ad obtains a most col- 


orful mat in which he has better 
than 60°, of the page to advertise 
and feature merchandise of his 
choice. 


Both General Foods and our own 
selling organizations have had a 
powerful portfolio with which to 
sell. It includes a pre-print of the 
color ad, along with a sample of 
the point-of-purchase display and 
packaging materials, together with 
a proof of the color mat. 


Results have brought us _ such 
typical reports from the field as 
“Just lined up Oklahoma City 


Fleming Co. on Log Cabin-Wilson 
promotion. They will use ROP 
newspaper mat, plus tv spots, plus 
publicity to all 150 stores through 
Fleming Co. flyer.” 


> Most 
volved 


of this dissertation has re- 
around merchandising our 
advertising to the trade. Now let’s 
go back to our early premise of 
merchandising to our own 
force, and recap quickly. 
We will use a typical Fourth of 
July promotion. Our advertising 
plans call for four-color newspaper 
ads to head our campaign. Six 
weeks before the ad breaks, each 
salesman has 


selling 


in his hands a pre- 
print of the ad, samples and de- 
scription of all point-of-purchase 
material, insertion dates of the ads, 
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ADVERTISING PLATES 
PLASTIC PRINTING PLATES 
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Prominent Users of Strathmore Letterhead Papers: No. 133 of a Series 


74 


ature energy ce ll 

s the new Hamilton 
EBlectric Watch with 
constant accuracy, 


thout ever winding. 


time for Quality! 


Business executives will tell you that the time 
for quality is always...and in every detail. They choose letter- 
heads, for instance, very carefully—knowing their correspondence 
is widely observed. They are aware it would be shortsighted to 
settle for second best when first quality papers —Strathmore let- 
terhead papers—are available. For this reason, the Hamilton 
Watch Company selected Strathmore for executive stationery 
that properly reflects corporate character. Ask your supplier to 
show you how a Strathmore paper will help express the quality 
of your company in your letterhead. 


Hamilton Watch Company began manufacturing 
watches in 1892, principally for railroads. Since that time, 
Hamilton’s production has expanded to include quality watches 
of all types, all known for their “railroad accuracy.” Just this 
past year, Hamilton pioneered in an exciting new development 
in watchmaking —the world’s first Electric Watch. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND, STRATHMORE WRITING 
TRATHMORE BOND, ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS 
ONION SKIN 


TRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
TRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
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and complete coverage of material 
concerning the papers in which the 
ads will appear. 

Several articles are run in our 
monthly house organ—The Wilson 
Selling Team News—and this in- 
cludes liberal illustrations on how 
individual salesmen merchandise 
our promotions as they develop. 

Included in this publication are 
suggested means of tieing in dis- 
plays. 

Weekly bulletins are fired to our 
entire selling team informing them 
of current selling accomplishments 
throughout the organization. In ad- 
dition, each salesman is supplied 
with a pocket-size quick reference 
schedule showing all advertising ac- 
tivities planned for his local area. 
Each salesman is furnished with 
several copies, so he may leave some 
with store buyers and merchan- 
disers who desire this information. 

At the store level our point-of- 
purchase material completes the 
merchandising cycle. In designing 
this material we take great care in 
making our display material match 
the selling period as closely as pos- 
sible. We also try to make this ma- 
terial fit our advertising theme to 
the extent of many times reproduc- 
ing a newspaper ad in full color as 
part of our display material. 

We have used this type of layout 
several times in the past, and our 
salesmen report in many cases this 
display material receives a prom- 
inent place in the store during the 
time our ads are running. It is also 
colorful enough to stand by itself 
when there is no advertising sup- 
port for the moment. 


» This is a basic pattern we follow 
in merchandising ROP color. Of 
course, there are many variations 
from time to time, and a constant 
effort is put forth on our part to 
improve this with each promotion. 

To what extent the promotion 
returns sales dollars depends large- 
ly on how successful we are in 
merchandising to, 1. the trade; 2. 
our own sales organization. 44 


“Give me these few changes, then | 
think it will work better.” 
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D. J. DEPREE, President of Herman Miller Furniture Company, declares: 
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“Today's purchaser looks for beauty and function” 


“The simple, uncluttered lines of these classic 


pieces are an example of functional beauty. 
\nother example is the paper chosen for our 
business letterhead. Crisp, textured cotton fiber 
bond is strikingly handsome. And in many 
other business uses, cotton fiber papers com- 
bine beauty with outstanding performance.” 

For practical reasons... as well as prestige 

. generations of successful businessmen have 
chosen cotton fiber papers. 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


OR 


LOOK FOR “COTTON” 


Durable, white fibers of purest cotton, crafted 
by skilled hands and precision equipment, cre- 
ate papers well known for beauty, strength, 
permanence. These qualities stand out in busi- 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Make sure the papers you use are made with 
cotton fiber—25% minimum up to 100% in the 
finest grades. 


Cotton Fiber Paper Manufacturers, 122 E.42nd St., N 
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Tetrex 


After a four-color picture of 


jans are printed, the stock 


Mes MU 


1 to add relief 


By Ted Sanchagrin 
AR Eastern Editor 


The race to reach the doctor with 
information about the latest drugs 
has reached the point where color- 
ful gatefolds and four-page inserts 
have become almost commonplace 
in the leading medical journals. Ad- 
vertising agencies develop new tech- 
niques to reach the medical fra- 
ternity just about as fast as new 
pharmaceuticals are manufactured 
by their clients. 

Amid this promotional deluge, 
3ristol Laboratories has introduced 
a unique advertising technique em- 
phazing its leader, Tetrex, and sup- 
porting other antibiotics. Advertis- 
ing agency Paul Klemtner & Co. 
found the answer for Bristol in a 
new paper introduced by Mohawk 
Paper Mills. 

The ads are three-dimensional, 
embossed inserts. The human form 
is printed and embossed in register 
on both sides of the sheet. The em- 
bossing raises the form in a convex 
on the front, with the various or- 
gans of the body in four-color. The 
reverse is indented to a concave, 
with other parts in two-color. 


> It happened that Mohawk came 
out with a new paper’. when 
Klemtner undertook the search for 
a new dimension in advertising. The 
agency found that Poseidon Opaque 
sculptured 


gave a effect and _ its 
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Inserts Gain 
3-D Impact 


whiteness became almost fluorescent 
when embossed. Klemtner art di- 
rector Irving Warhaftig conceived 
the idea. 

Exact registration was an early 
problem. The inserts were intro- 
duced last October and December 
in five standard-size and pocket- 
size journals. Since January they 
have been running in nine stand- 
ard-size journals and will continue 
through June. Electros for the 
standard-size publications produce 
better definition and depth than the 
pocket-size, although this problem 
was solved before this year’s series 
started. The paper is 80-lb. text. 

Klemtner production manager 
Emil Lotru had to work closely with 
the illustrator, printer and embosser 
to achieve exact registration. This 
called for alining color art on the 
front and back with the detailed 
embossing of the body organs. Illus- 
trator, printer and embosser were 
Robert Demarest, noted for an- 
atomical art, Burton-Quaker Corp. 
and Lansky Die Cutting Corp. Em- 
bossing is done after printing by 
Lansky on a 23x35 Harris press. The 
embosser returns the sheets to 
printer Burton-Quaker for cutting 
to insert trim size. 


>» All told, approximately 1,000,000 
ad inserts are printed each month 
for delivery to the nine journals. 
Some feature Tetrex on both sides. 
Others have Tetrex on the front and 


 Tetrex 


a 


Reverse A simpler, usually two- 
color, diagram is printed on the re 


verse, which carries a debossed effect 


another antibiotic on the reverse. 

Thus, far, two self-mailers on 
120-lb. bristol incorporating the 
embossings have been produced and 
sent to 125,000 general practitioners 
and specialists. One is a 7x10” 
Tetrex gatefold with an embossed 
cover. Opened it becomes a 21” 
three-page horizontal item. The 
other is a 9x9” mailing for 
Azotrex capsules. The cover is split 
vertically and held with an em- 
bossed Bristol gold seal. It opens 
to 18” horizontally with an em- 
bossing as part of the vertical 
spread. 

And the latest is an embossed in- 

sert reprint in an envelope fea- 
turing a glassine-protected diecut 
outline. The embossing on the in- 
sert is visible through the diecut. 
Envelope and insert are 80-lb. cover. 
An accompanying gray insert of 
80-lb. Mohawk Artemis cover offers 
the physician a complete set of the 
anatomy inserts minus advertising 
when available at the end of the 
series. 
’ The agency has applied for a 
patent on the new, three-dimension- 
al reproductions, which have been 
given the trademark, Duanat. 

How much does the production of 
the inserts cost? Surprisingly little, 
about 10 to 15°% extra for emboss- 
ing. Bristol ad manager John 
Mulcahey and Klemtner account 
executive Edwin Funk are pleased 
about the cost—and the impact. 44 
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Appearance counts. Practi- 


cability counts. Flexibility, | 


durability, economy count. 
And you can have them all 


if you use Accopress Binder | 


covers for your catalogs. 


Accopress Binders come | 
in 5 colors, may be printed | 


or embossed as you wish. 


They're loose-leaf, lie flat, | 


open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


1 Division of NATSER Corporation 


Ogdensburg, New York 
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Are Scented Promotions 
Pleasing? It’s Relative 


Scented promotion pieces that 
bear the aroma of what is being ad- 
vertised are not uncommon in the 
fields of food, perfume and other 
pleasantly odoriferous products. 
But the Selwell Co., New York, 
which produces such things, took a 
step in an untried direction when 
it prepared a scented promotion for 
a customer recently. The promotion 
smelled like a rubber tire. 

Mindful of the fact that, to a tire 
dealer, the odor of new rubber con- 
jures up pleasant (and profitable) 
associations, Selwell prepared a 
broadside for Vanderbilt Tire & 
Rubber Corp., New York, announc- 
ing a tire warehouse clearance sale. 
When unfolded, the announcement 
revealed a large illustration of a 
rubber tire—that smelled exactly 
like what it was. 

And was the odor really sweet to 
the tire dealers on the mailing list? 
Apparently so. Selwell reports that 
the broadside pulled a healthy quo- 
ta of orders for Vanderbilt, due in 
no small measure to the sweet smell 
of rubber tires. 44 


New Paper Tough, Strong 
—Why? It Stretches 


Now they’ve 
that stretches! 

Moving toward a long-standing 
goal of papermakers—producing a 
paper that “gives” under impact— 
West Virginia Pulp & Paper Co. has 
developed an extensible kraft paper 
(kraft is the type of paper used in 
grocery store sacks) under the 
trade name “Kraftsman Clupak.” 
The paper is now being produced 
commercially in various’ kraft 
grades at Westvaco’s Charleston, S. 
C. plant. 


invented a paper 


> Kraftsman Clupak resembles or- 
dinary paper except for its superior 
flexibility and toughness, qualities 
which point to almost unlimited ap- 
plication in the packaging field. 
Grocery store checkout bags made 
of Clupak already are in produc- 
tion. Other suggested uses include 
mail order catalog wrappers, cable 
and auto tire wrapping materials 
and a host of commercial and in- 
dustrial packaging applications. 
Extensive laboratory tests have 
proved that Kraftsman Clupak pa- 
per is, on basis weight compari- 
sons, up to five times tougher than 
regular kraft. The tests involved 
performance comparisons between 
Clupak and regular kraft under 
such conditions as dropping loaded 
grocery bags and multi-wall sacks 


Field Test . . . Clupak bag (right) holds 
groceries securely while standard bag 
(left) delivers them all over the floor! 


and checking the breakage rate of 
Clupak bags against the rate of reg- 
ular kraft bags. 

The difference between regular 
and extensible kraft paper can be 
likened to the difference between a 
glass bottle and a polyethylene bot- 
tle, Westvaco officials explain. The 
polyethylene will resist a harder 
blow because it yields, absorbing 
the impact. 


> The extensible paper process was 
invented by Sanford Cluett, inven- 
tor of the “Sanforizing” process for 
cotton materials, and _ vice-presi- 
dent, Cluett, Peabody & Co., New 
York manufacturer of men’s wear. 
The process was commercially de- 
veloped by Westvaco, under Cluett, 
Peabody’s patent, over a three-year 
period at an investment of $2,500,- 
000 in research. The paper is now 
being manufactured on a new $25,- 
000,000 paper machine capable of 
producing up to 225 tons a day. 

Westvaco officials say that an 
increasing amount of the new pa- 
per will be available in the coming 
months as more of the company’s 
machines are equipped with an ex- 
tensible unit necessary to produce 
the paper, and as other paper com- 
panies are licensed to manufacture 
the product. 

Although Clupak papers will be 
priced slightly higher than regular 
kraft papers, they are expected to 
prove more economical because of 
superior performance and because 
of reduced shipping and handling 
costs owing to lighter unit weight. 

44 





EAGLE-A QUALITY TEXT with the new COVER WEIGHT 


Here’s a tip for your next printing job — famous Eagle-A Quality Text 


is now more versatile than ever! It’s available in a new Cover Weight in white 
and matching colors... ina new, improved “Brite White” in text and cover weights, 
with greater opacity ... and in new sizes in six eye-catching colors. Now you can specify Quality Text 
and Cover Weight for more jobs than ever brochures, catalogs, annual reports 
and programs in a wide variety of sizes. And you can order envelopes to match. 
You'll like the economy of this fine printing paper, too. Write for a sample portfolio. 


EAGLE-A 


a Pad IADERC 
EAGLE A re | AI | R 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of famous Eagle-A Coupon Bond and other Bonds, 


Onion Skins, Manifolds, Record-Ledgers, Bristols, Texts, Covers, Boxed Typewriter Papers and Technical, Industrial and Special Papers 
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ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


*% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


Buchanan, N. Y PEekskill 9-1406 


AT NO EXTRA COST 


YOU GET 
ALL THESE EXTRA’S 


NATURAL COLOR POSTCARDS 
BY COLOURPICTURE 


. COMPLETE CREATIVE SERVICE — 
from idea to finished product. 
TOP QUALITY — Plastichrome 
offers the finest reproduction you 
can buy. Winners of Lithogra- 
phers’' National Association 
Award the last four years. 
SERVICE — prompt, efficient de- 
livery when you need it. 
VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 24%," x 342" to 21" x 22". 
PRICE — a complete sales pro- 
motion campaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 
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Survey Names Turquoise 
America’s Choice Color 


An investigation into current 
color preferences indicates that the 
most popular color with the Amer- 
ican consumer these days is tur- 
quoise. 

The finding is based on a survey 
of California Ink Co., San Fran- 
cisco manufacturer of inks and tube 
colorants for the paint industry. 

The color preference results, pub- 
lished by Cal Ink in its latest Color- 
trend Report, indicated that tur- 
quoise was in the lead during the 
last half of 1957 and was still on the 
uptrend at the end of that period. 


> The mystery, according to Cal Ink, 
is “Why?” since the color has been 
largely neglected by leading home 
magazines for several years, al- 
though manufacturers of appliances 
and automobiles, as well as fashion 
leaders, have been promoting it. 
W. H. Brandes, Cal Ink president, 
says the report is based on actual 
sales statistics covering refill orders 
for tubed colorants from some 12,000 
paint dealers all over the country. 
There has been a definite correla- 
tion, he says, between the color 
trends in the home furnishings field 
and trends in the consumer goods, 
packaging and advertising fields. 
Other popular colors at the end of 
1957 were light browns, some yel- 
lows, “Dresden” blue, coppery cor- 
als and off-whites. Colors on the 
downward trend were intense pinks, 
yellows and blues. Conventional 
greens, usually tops in the home 
decorating field, moved slowly—so 
slowly, in fact, according to the 
Colortrend Report, that a mere 
glance at the statistics would lead 
to the conclusion that any color is 
fine so long as it isn’t green. 44 


New Paper Fabric Said 
To Have Unlimited Life 


With all the recent scientific ad- 
vances in papermaking, technolo- 
gists are still trying to lick one of 
paper’s basic problems: how to give 
it permanency. The finest papers 
still tear and, with time, tend to 
yellow while their printed messages 
fade. 

In Italy, a company known as 
Snia Viscosa has found at least a 
partial solution with the production 
of a paper which is actually not a 
paper at all. Produced under the 
trademark Papertex, it is really a 
paperlike fabric fashioned from 
synthetic fibers combined with syn- 
thetic resins. 

It has great resistance to break- 


ing and tearing and is believed to 
last almost indefinitely without ap- 
preciable change, although the tech- 
nique is still too new to have passed 
this latter test. It is also said to be 
insensitive to dampness. 


> Some of its major uses, in areas 
where longevity and durability are 
required, include reproductions of 
maps, valuable papers and legal 
documents. It is said to give excep- 
tional color fidelity in reproductions 
of oil paintings where it has the 
added advantage of being able to 
simulate the texture of the original 
canvas. It permits excellent photo- 
graphic reproduction, either black 
or color, according to the manufac- 
turer. It is produced in several 
weights and finishes, one especially 
suited to offset printing. 

Samples are available. 


. -. for more details circle 416, page 121 


New Service For 
Newspaper Advertisers 


A complete color engraving and 
printing advisory service for news- 
papers, advertising agencies and 
advertisers is offered by Sta-Hi 
Color Service, a newly-organized 
subsidiary of Sta-Hi Corp., Whit- 
tier, Cal. manufacturer of graphic 
arts equipment. The new service is 
located in Fullerton, Cal. 

Sta-Hi Color Service, believed to 
be unique in the newspaper field, 
is expected to make possible far 
wider use of ROP color printing by 
newspapers, both by lowering costs 
and providing needed technical as- 
sistance in color printing. 

Vernon R. Spitaleri, newspaper 
color reproduction authority and 
executive vice-president of Sta-Hi 
Corp., is president of the new color 
service company. 

Sta-Hi will process the art, copy, 
transparencies and other editorial 
and advertising color material flown 
out by the company’s customers all 
over the country, Mr. Spitaleri said. 
Using the latest equipment and 
methods, the company will be able 
to furnish quality plates at sub- 
stantial savings within the price 
range of even smaller newspapers, 
he added. 

In addition to engraving services, 
the new company will offer a com- 
plete advisory service to newspa- 
pers to help them plan their daily 
color printing operations, both edi- 
torial and advertising, and will 
work closely with advertisers and 
agencies. 

Details are available from the 
Chicago sales and service office, 121 


W. Wacker Dr. 44 
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THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
Birminghar The Whitaker Paper Company 
Mobile The Partin Paper Company 
Montgomery W. H. Atkinson Fine Papers 


ARIZONA 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Company 


CALIFORNIA 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
San Bernadino Blake, Moffitt & Towne 
San Dieg« Blake, Moffitt & Towne 
S rancise Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Company ~ 
Graham Paper Company 
CONNECTICUT 
John Carter & Co., Inc. 
John Carter & Co., Inc. 
DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 


The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 


IDAHO 

Blake, Moffitt & Towne 
Carpenter Paper Company 
ILLINOIS 


Bradner Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company * 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Company 
Cc. J. Duffey Paper Company 


INDIANA 
The Millcraft Paper Company 
indiana Paper Coinpany, Inc. 
IOWA 
Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 
KANSAS 
Carpenter Paper Company 
Southwest Paper Company 
KENTUCKY 
ville The Rowland Paper Company, inc. 


LOUISIANA 


New Orleans The D & W Paper Co., Inc. 


Bostor 


Springfield 
Worcester 


Detroit 
Grand Rapids 


Minneapolis 


St. Paul 


Jackson 
Meridian 


Billing 
Great Falls 
Missoula 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


Asheville 
Charlotte 
Raleigh 


MAINE 
John Carter & Company, inc. 


MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 


John Carter & Company, Inc. 
The K. E. Tozier Company * 

John Carter & Company, Inc. 
John Carter & Company, inc. 


MICHIGAN 


The Whitaker Paper Company 
Central Michigan Paper Co. 


MINNESOTA 


Cc. J. Duffey Paper Company 
Inter-City Paper Company 
Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


Jackson Paper Company 
Newell Paper Company 


MISSOURI 


Carpenter Paper Company 
Midwestern Paper Company °° 
Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEVADA 
Blake, Moffitt & Towne 
NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Company, inc. 
Hubbs & Howe Company 
The Millcraft Paper Company 
Aldine Paper Company * * 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation’ * 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.° 
(Suistey. Dunton, Far East 
Bulkley, Dunton, S. A. 
jChampion Paper Corp., S.A.: 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


OHIO 
Akron The Millcraft Paper Company 
Cincinnati The Cincinnati Cordage & 
Paper Company 

The Queen City Paper Company 

The Whitaker Paper Company 
Cleveland The Millcraft Paper Company 
Columbus Sterling Paper Company 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield Sterling Paper Company 
Toledo The Millcraft Paper Company 


OKLAHOMA 
Oklahoma City Carpenter Paper Company 
Tulsa Beene Paper Company 
Tayloe Paper Company 


OREGON 
Portland Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Allentown Kemmerer Paper Company 
Division of Garrett-Buchanan Company) 
Lancaster Gorrett-Buchanan Company 
Philadelphio Garrett-Buchanan Company 
Matthias Paper Corporation’ 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
Pittsburgh The Whitaker Paper Company 
Reading Garrett-Buchanan Company 


RHODE ISLAND 
John Carter & Company, inc. 


SOUTH CAROLINA 
Columbia Epes-Fitzgerald Paper Company 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Chattanooga Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 
Paper Company 
Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Company 


TEXAS 
Amarillc Kerr Paper Company 
Austin Carpenter Paper Company 
Dallas Carpenter Paper Company 
El Paso Carpenter Paper Company 
Ft. Worth Carpenter Paper Company 
Harlingen Carpenter Paper Company 
Houston Carpenter Paper Company 
Lubbock Carpenter Paper Company 
San Antonio Carpenter Paper Company 


UTAH 
Ogden Carpenter Paper Company 
Salt Lake City Carpenter Paper Company 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 
WASHINGTON 
Seattle Blake, Moffitt & Towne 
Carpenter Paper Company 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacoma Blake, Moffitt & Towne 
Yakima Carpenter Paper Company 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Company 
WISCONSIN 
Milwaukee Dwight Brothers Paper Company 
CANADA 


Toronto Blake Paper Limited 
*BOX WRAP GRADES 
+PRINTING PAPERS AND BOX WRAP GRADES 


Providence 


Sioux Falls 


Huntington 


**PAPETERIE GRADES 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


~ ~ : 
= GANNPION PAPERS - = CANNPION, papers 
- Ta - x _ 


™~ ~an 
= OANMPION, papers - 
~ - _— 


‘ 
“COARMPION, papers 
; aren 





For 100 Octagon Soap Wrappefs 


Presivum No. 
6 A Man’s Pocket Knife, stag handle, of the best quality. 
70 A Doll, kid-covered body, 12 inches in length. 


74 Boys’ Base Ball Mit. This is an extra large Mit with 
tine leather palm and fingers, bound edges, palm pad, 
heel and deep pocket attachment, can be opened at 
wrist to re-adjust padding. 


152 Three Gold-Plated Baby Pins. 


$67 “Standard Cyclometer No. 1.” Made for 24, 26, 28 
and 30-inch wheels. Give diameter of wheel. 


190 Hollow Handle Tool Set, containing ten tools. 


202 Ladies’ Leather Combination Card Case and Pocket 
Book. 


244 Ladies’ Pearl Handle Knife, 2 blades. 


246 Steel Dressmaker’s Shears, 714 inches long, nickel- 
plated, of good quality. 


271 New Departure Bicycle Bell. 

297 Boys’ Base Ball Mask, heavy 

345 Silver-Plated Match Safe. 

353 Beautifal Dressed Doll. 

354 Infants’ Brush, of good quality. 
Scarf Pin, 12 Kt. Gold Plate, assorfed s| 
Ladies’ Sterling Silver Shirt Waist Set. 


Hair Brush, al! .bristles. 


After 50 years 


he Basic 
remiums 


are still delivering results 


wire and w 


A Worsted Fascinator, assorted colors. 
Getitlemen’s Leather Letter Oase, size, 
Leather Card Case for Men. Size, 3 x5 i 


Gentlemen’s Gold Filled Snake Ring, imitation dia- 
mond and tuby eyes. (Sce instructions on page 22.) 


Silver-Plated Berry Spoon. 


Ladies’ Gold Filled Seamless Wire Ring, set with 
regal garnet or opal (see instructions on page 22). 


One-half Dozen Fringed White Glass Napkins, 1<« 


inches square, all pure linen. 


One-half dozen After Dinner Coffee or Ice Cream 
Spoons, Silver Plated, good quality. 


A Oold Meat Fork, Silver Plated, of good quality. 
A Gravy Ladle, Silver Plated, of good quality 
Ladies’ Chatelaine Wrist Bag, black leather. 
Kitchen Set, contains 3 stecl knives—8-inch Butcher 
Knife, 8-inch Bread Knife and 3-inch Paring Knife 


Finely polished and mounted with rubberoid handles 
A necessary adjunct to every kitchen, 


By John M. Davidson 
Treasurer & Past President 
Premium Advertising Assn. of America 


member is that both offers were 
successful in different degrees. Al- 
lowing for the difference in time have withstood the test of time. 
TI ae cs ; and the American economy and Of course, there is one element 
1e premium, as we know it culture, both offers had more ele- that never changes in the _ pre- 


now, goes back to 1851 when a so: : : . 
& ck t 1 on & Soe ments in common than they had picture. It underlies every 
manufacturer named Benjamin _ T. Aierwnees 


easy to come up with a new idea 
that works as well as the ones that 


mium 


Babbitt offered brilliantly colored 
lithographed pictures in exchange 
for wrappers from his soap. Soon 
parlors throughout the 
were decorated with these 
“chromos” and Babbitt had _ suc- 
ceeded in establishing a brand name 
preference in a_ field 
had formerly been 
grocers in chunks 
anonymous cakes. 


country 


where soap 
dispensed by 
from large, 


Just a year or so ago, another 
soap manufacturer offered excel- 
lent lithographed reproductions of 
famous art masterpieces in ex- 
change for wrappers and cash. 

Babbitt’s offer reached almost 
every American home back in 1851. 
The most recent offer reached sev- 
eral hundred thousand. 


But the important thing to re- 


There has been a good deal of 
discussion recently about the fast- 
changing premium and _ promotion 
picture, about how different things 
are today than they were even five 
years ago. 


>’ The purpose of this article is to 
look at the basic premiums, the 
techniques that worked years ago 
and—with a few variations—still 
work well today. It’s very easy to 
discard an idea just because it’s 
been used before; it’s not nearly as 


premium promotion, whether aimed 
at consumers, dealers or salesmen. 
That is the element of “something 
extra’—the extra incentive that 
motivates that extra sale or 
purchase. 

The general public, and too many 
sales and advertising men, think 
of premiums as “something for 
nothing.” Those of us who have 
worked closely with such promo- 
tions have 
cliche 
ing.” 

No premium promotion means a 


extra 


developed our own 
“something instead of noth- 


Premium users are always looking for novelties, but a stud 
of the history of premiums shows that the tried and tri 
must not be overlooked when planning a premium prog: 


Premiums, Prizes & Specialties * 81 





at 
ACTION- 
ee dk 


Jet 
Rocket 
Super 
Jet 
Rocket 


@ They're naturals for a bang- 
up premium campaign in 
today's world of satellites 
and rockets — every kid 
will want one! 


Have your name or ad im- 
printed on them — they're 
sure to be seen! 


Write for— 
Full Color Price, List 


The OAK TUE st st Co. 


eV DT me ie 
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thing unless it offers its target 
something desirable instead of the 
same old thing all its competitors 
are offering. That’s why premiums 
have always been most common 
among the most competitive prod- 
ucts with only slight product dif- 
ferences—soap (beginning with 
Babbitt), cereals, coffee, flour, and 
retailers (supermarkets, filling sta- 
tions, etc.) offering the same kinds 
of merchandise and service. In all 
these cases and many more the 
premium makes the extra—and de- 
cisive—difference. 

Lucky the advertiser whose 
product is so vastly different from 
his competitors’ that he can do 
without every extra sales stimu- 
lant. Lucky the company whose 
salesmen and dealers are so dedi- 
cated that they need no extra in- 
centives to perform. 

Most companies aren’t that lucky 
and haven’t been for many years. 
And so, through the years, they 
have found that some basic pre- 
mium techniques and premium 
offers continue to provide them 
with “that something extra.” 


> Babbitt’s offer had one fundamen- 
tal basis: it required the consumers 
to save wrappers, which meant 
making repeat purchases. 

The basic technique of en- 
couraging repeat purchases has 
varied little through the years and 
has consistently been the most re- 
liable as well as one of the most 
effective premium promotions. 

There are several variations 
which have been tested through 
many years: 


Coupon Plan .. The premium 
coupon was a transition from the 
more clumsy wrapper-saving de- 
vice and seems to have started 
some time around 1861. 

Coupons not only facilitated han- 
dling, saving and counting, but im- 
parted an aura of value to the 
package, almost as if a premium it- 
self were attached. 

Coupon-saving among dealers and 
consumers at first relied almost en- 
tirely on mail redemption. The 
effectiveness of the plan depended 
then, as it does now, on the skill 
and knowledge which went into 
preparing the premium catalog and 
selecting the merchandise, the value 
of the coupons, and the ease of re- 
demption. 

Comparison of the catalogs and 
records of 50 years ago with those 
of today shows a number of cate- 
gories of premiums which pulled 


| well then and still do. More about 


these later. 
One new development, which helps 
to increase the attractiveness of the 


{ \ ' 
bona’ 8 


Sunkist 


° 


Flatware Eternal . Fifty years ago 
Sunkist was giving away tableware, and 
they are still doing it today. They have, 


however, shifted from silver to stainless. 


coupon plan to consumers and deal- 
ers, is the “co-redemption” feature. 
The usual practice now is to bring 
together a number of non-com- 
peting advertisers and have each 
one’s coupons redeemable in com- 
bination with the others’. In that 
way, consumers can earn premiums 
more quickly and the advertisers’ 
promotions reinforce each other. 

Another development is the re- 
demption store (one company, alone, 
has about 2,500 of these throughout 
the U.S.) where the consumer can 
exchange coupons for premiums 
without bothering with the mail. 
These stores and similar redemp- 
tion centers for trading stamps are 
usually possible only when a strong 
group of advertisers cooperates in 
a premium effort. 


Trading Stamps .. The trading 
stamp, now familiar through a tre- 
mendous surge of activity during 
the past few years, is really a 
variation of the premium coupon 
plan with two major differences: 


e Stamps are 
for use by 
builders.” 


primarily designed 
retailers as “traffic 


e Stamps, unlike coupons, usually 
are paid for whether or not the 
customer redeems them for pre- 
miums. 


For those retailers who can gain 
a competitive advantage and in- 
crease the frequency and volume of 
patronage, stamps proved _ their 
worth more than 50 years ago. The 
only change today is that more and 
more retailers have discovered the 
utility of trading stamp promotion. 


Self-liquidators . . Both the forms 
of promotion discussed above in- 
volve payment by the sponsor for 
the premiums. His return comes in 
the increased sales volume which 
the coupon plan or trading stamp 
promotion brings, or in the reten- 
tion of steady patronage—repeat 
business. 





Back in 1882, Elbert Hubbard 
(whose major claim to fame today 
is as the author of “A Message to MARE LL 8 / 
Garcia’) was promoting sales of 
Sweet Home Laundry Soap for the 
Larkin Soap Co. Hubbard packaged 
100 bars of soap along with five 
boxes of toilet soap and six silver 
teaspoons and offered the entire 
package for $6. The silver tea- 
spoons, of course, were the premium 
—and as successful then as similar 
offers are today. 

But Hubbard’s promotion was 
“self-liquidating”’—the price the 
consumer paid covered the cost of 
the premium as well as the soap. 

For the Larkin Soap Co., just as 
for any of today’s multitude of pro- 
moters of self-liquidating premiums, 


the cost of the premium was in the ; Pressure Sensitive Decals applied 


romotion rather than the mer- * . 
meen and the return came Raia in Seconds — without water! 
through greatly increased volume ) 
and bulk sales. 

Hubbard continued this self-liq- 
uidating technique for a number 
of years, using items that combined 
three ingredients still necessary for ie > 
successful self-liquidators today— | a / PIE Ie 
value, desirability, and utility. Not | gnats 
all these promotions would stand 
up today as well as the silver tea- 


a ae ee | / “MORE LASTING THAN ORDINARY DECALS”, 
SAY SALESMEN AND ROUTEMEN “AND THEY 


“One Fine Silver Plated Button- 


hook thin ARE APPLIED EASIER—QUICKER, TOO.” 


One Lady’s Celluloid Pen Holder % \ The new American Presto Cal ’G” is an actual decal 
One Arabesque Mat sy 4 sign . . . with all the permanency and weather 
14 Patent Transfer Patterns . resistance you expect from a decal. . . yet it is 
One Match Safe applied in seconds without water or other solution. 
Two Celluloid Collar Buttons No wet hands — no mess — no bother. Leading 
23 Pictures of American Presidents | MUFFLERS national advertisers are finding that these eye catch- 
One Gimlet.” ing dealer signs get ‘‘on location” faster and stay 
| up longer than any other type of point-of-purchase 
ne Gan Snes See | i asian Pentel ne we mune your 
advertising dollar. 





tives . . For years one of the most 
popular premiums designed to in- 


duce dealers to stock up on a par- write for FREE samples and literature on your letterhead 
ticular grocery brand, automotive 


accessory or liquor supply has been | American Decalcomania Co. 
the electric clock. 4334 W. Fifth Ave., Chicago 24, Ill. 

The technique is scarcely new. 735 Prince Rd., Windsor, Ont. 
In the Premium Advertising Assn.’s. Offices in all principal cities 
records is an 1880 ad in which the 
Jas. B. Clark Co. offers a 30-day 
pendulum clock to every grocer 
buying a barrel of Centennial Java 
Coffee. 

The kinds and variations of deal- 


ers’ and salesmen’s incentives are | HUNDREDS ny The professional lettering technique 


. . SRE ERE Se RRR LA ORCC 
too complex for discussion here. 


The important thing to note is that OF Py eS , Displays 





merchandise incentives to dealers 
and salesmen, when _ properly 


| for ceria: | =¥ [Presentations 
planned and promoted, invariably BRONZE - - Presentations | 


are more attractive and effective 


than cash. Furthermore, a premium | PLAQUES | Movie Titles } 


ae Cane wana . rardc | F REE illustrated brochure has 
incentive—unlike cash rewards hundreds of original ideas for Write for FREE 
~9,? e “Ar > . “7 reasonably priced solid bronze Brochure A 
doesn’t set a precedent for price hema —-Gnmaetiies. auends, For trophy medal, 
. . » o¢ » ment? testimonials, honor rolls, me- cup ideas ask for 
cuts or extra compensation. moriola, markers. Sicchann a: 


> The information which follows is INTERNATIONAL BRONZE TABLET CO., INC. ¢ Stik-a-letter Co. 


based on the records of just one | Dept. A-57, 150 West 22 St., New York 11 
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and 
Banners 


Sell with 
banners— 
they belong 
in your 
budget 


INDOOR + OUTDOOR 
SCREEN PROCESSED + SEWED 
ONE OR THOUSANDS 


Write or call for ideas, 
free sketches and estimates 


Paramount Flag Co. 


33 FREMONT ST. ¢e SAN FRANCISCO 
TELEPHONE YUKON 6-3686 


SYST 
mr) 
AU ae 
EU 


Give sales a 

lift! Use Faultless 
Advertising Balloons 
imprinted with Sputnik and 
other space designs and 
your name in any color. 
Send for sample folder with 
six free balloons. 


FAULTLESS 


ADVERTISING 
BALLOONS 


The Faultiess Rubber Company 
Ashland, Ohio 


Send your sample folder of imprinted 
advertising balloons. 


Name 
Address 


OO ____ AR-4 
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operation—the Colgate coupon cat- 
alog plan which started on Octagon 
Soap and later brought in a num- 
ber of cooperating advertisers, in- 
cluding Borden Co., Mrs. Filbert’s 
Margarine, Luzianne Coffee and 
others. This is now known as the 
“Red Scissors Plan.” 

Our experience, however, has 
been that the trends in consumer 
response to our premiums pretty 
well follow the general pattern 
throughout the country. 

Here, then, are some premiums 
which pulled good response 50 or 
more years ago and which are still 
going strong today: 


© Housewares .. . Fifty years ago 
some of the best premiums—and 
they were as good then as they are 
now—were not listed in premium 
catalogs because of the huge cost 
of handling and mailing. They in- 
cluded pots and pans, glassware 
and china. The development of 
modern packaging and economical 
handling techniques have made 
these widely available to consumers. 

Housewares is an area in which 
the consumer never seems to be 
saturated with offers or merchan- 
dise. The products are in almost 
daily use, there is wear and tear 
and breakage in normal use, and 
the housewife almost always wants 
something new. Once modern meth- 
ods made these products available 
for premium use, they caught on 
immediately. 

For example, there was one year 
in the 1920’s when—according to the 
records of the New York Port Cus- 
toms Office—our company alone 
was the single largest importer of 
china cups and saucers .. . all for 
premium use. 

Flatware and cutlery—silverplate 
in the old days, more stainless steel 
today—have always been staples 
and among the most successful ones, 
both for coupon and self-liquidating 
offers. > 

Among the all-time consistent 
performers in this category have 
been scissors, food choppers and 
carpet sweepers. 


@ Children’s items Even in 
offers directed at adults, premiums 
of utility to children continually 
rank high. Some of these 50-year 
favorites include: story and picture 
books, games, harmonicas, pocket 
knives, baseballs and gloves, foot- 
balls, roller skates, crayons and 
pencil boxes. 

The list looks mundane, but the 
point is that all of these are items 
in continual demand and _ those 
which people welcome an_ op- 
portunity to earn as a premium. 
The cowboy fads, the space hel- 


mets, the tv tie-ins . . . all zoom 
up and fade out quickly. Timed 
right, they sometimes produce more 
spectacular results. But for the long 
pull the wanted items are the re- 
liable staples which offer quality 
and value. 

Dolls, too, have _ consistently 
ranked high in audience appeal. 
There are fashions in dolls, as in the 
style and design of most of the other 
premiums, but a good doll promo- 
tion invariably will rank in the 
middle or upper range of any com- 
parative test of premiums. 


Linens and Domestics . . Towels, 
handkerchiefs, dish cloths, T-shirts 
and similar items are another group 
of premiums that have stood up 
against the test of time and fickle 
consumers. 

These items, too, fall in the cate- 
gory of things most people never 
have enough of. They are almost 
always moderately _ successful; 
sometimes spectacularly so. One 
soap brand has not only kept alive 
but has maintained a pretty stable 
sales volume in a tough competitive 
market through a continuing offer 
of towels and wash cloths, which 
appeal to the housewife. 


@ Miscellaneous . . . Other 50-year 
survivors of change and competi- 
tion include: 

Clocks and watches: always sta- 
ble performers, always wanted. 

Dictionaries and_ encyclopedias: 
sometimes it would seem as though 
one supermarket or newspaper pro- 
motion would take most of the 
households in this country out of 
the market for reference works en- 
tirely. But the reverse seems to 
be the case. Each promotion just 
seems to whet the public appetite 
for more, and new generations of 
children create an additional mar- 
ket. 

Combs, hairbrushes and cosmetic 
items: again, people never seem to 
have enough of these items which 
are in frequent use, wear out or 
get lost, and are always wanted. 


> This summary started out to look 
at the things which haven’t changed 
much in 50 or more years. These 
are a guide to the promotions which 
can be expected to work well for 
another 50 years. 

But it is important not to forget 
that everything cited here has 
changed in time—in style, in de- 
sign and in emphasis. Not only 
that, but great numbers of success- 
ful premiums (like Mr. Hubbard’s 
buttonhook) have disappeared en- 
tirely. 

Let’s not overlook the lessons of 
the past, but let’s keep looking for- 
ward, too. 44 





Brownie Starflash Outfit—$9.95 list, now available in 
colors. Other items in Kodak’s full line of equipment list 
from $3.95 to $850. 


Mo sI- wanle (I. » because its by Kodak! 


Want more ‘“‘get up and sell” for your pro- Now, you can give your next promotion real 
motion dollar? What you need is the right sales excitement with these nationally adver- 
premium—a Kodak premium! tised Kodak premiums. They have top-appeal 
Low-cost Brownie cameras . . . exciting to the people you want to reach—as low 
Kodak miniatures . . . Kodak and Brownie cost consumer premiums or as high value 
movie cameras and projectors—as a matter of business premiums. 
fact, every item in Kodak’s full product line Mail coupon today. Learn how Kodak can 
offers unusual promction value! help you to greater sales success. 


Prices are list and are subject to change 
EASTMAN KODAK COMPANY... Rochester 4, N. Y. 


Eastman Kodak Company 
Premium Service Department 
Rochester 4, New York 


GENTLEMEN: Please send me more details on promotion 
opportunities with Kodak premiums. 229-4 
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Contest Booklet . 


. . The rules of the contest were included in 
this booklet, printed in brown ink on an ivory stock. Bound 


‘ 


along the top edge, this 4x7’’ 12-page circular, describes the 
prize trip in tempting terms. 


How Norge Automated a Sales Contest 


A national sales contest can get very complicated, both 


By James Ruff 

Director of Marketing Research 
Norge Sales Corporation 
Chicago 


Mechanized methods of referee- 
ing and keeping score have played 
a big part in helping the Norge 
Sales Corp. get maximum benefits 
from sales contests. 

Applying our IBM accounting 
practices to contest administration 
has also removed any doubts of our 
field sales forces that they are get- 
ting a fair shake in the figuring of 
contest results. 

The unavoidable complexities of 
contest administration have been 
kept to a minimum for us at Norge 
by the presence of an IBM installa- 
tion used exclusively for marketing 
research work. In our incentive ac- 
tivities, we provided for a full range 
of creative selection of the best con- 
test techniques to accomplish sales 
goals. Once we have hit on a plan, 
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in setting quotas and in judging. Norge’s IBM 


installation took over the job with ease and speed. 


however, we tie it in as closely as 
possible with the routine statistical 
activities of the marketing research 
dept. 


> A good case in point is Norge’s 
recent Nassau Viking Vacation 
Contest, aimed specifically at open- 
ing up new dealer outlets for Norge 
products and increasing product 
line coverage among existing deal- 
ers. The contest ran for five months 
beginning July 1, 1956. All salesmen 
employed by Norge distributors 
were eligible to compete for 44 pairs 
of luxurious vacations in Nassau 
for the winners and their wives. 
Winners also became members of 
Norge’s honorary Viking Club, en- 
titling them to a choice of a good 
insigne ring, a diamond ring or a 
Lord Elgin wrist watch. 

Contest points were awarded for 
the adding of new dealers or the 
expanding of Norge’s seven key 
product groups among dealers who 


were not already carrying the full 
line. In terms of scorekeeping, then, 
the contest involved keeping track 
of sales to some 15,000 appliance 
dealers all over the country. 

Had it been necessary to set up a 
means of accounting for this con- 
test right from scratch, the job 
would have been virtually impos- 
sible and we might well have had 
to do without this incentive for in- 
creasing our sales coverage. As it 
worked out, however, the entire 
project was handled as a relatively 
effortless by-product of IBM pro- 
cedures already set up as part of 
our marketing research program. 


» We have been keeping close tab 
on our sales saturation picture since 
shortly after Judson S. Sayre be- 
came president of Norge in May, 
1954, to institute a dynamic man- 
agement which has seen sales more 
than triple in two-and-a-half years. 
Each month, marketing research’s 





punched card section furnishes our 
management with a full sales pic- 
ture, dealer-by-dealer, and county- 
by-county for the entire country. 

Broken down according to our 
seven major product lines, this re- 
port shows unit sales of the prod- 
ucts of all manufacturers in each 
line in the county, Norge sales, and 
the percentage of Norge sales to to- 
tal industry sales. Then the report 
goes on to list each Norge dealer in 
the county and the totals of his unit 
sales by product lines. 

The administration of our Nassau 
Viking Vacation contest was rela- 
tively simple to handle as a takeoff 
from this normal management anal- 
ysis. As a basis for the sales anal- 
ysis work described above, each of 
Norge’s 87 distributors sends in a 
monthly dealer purchase report in- 
corporating his full sales picture. 


> For the Viking contest, our IBM 
operators automatically incorpo- 
rated data from the reports of the 
first five months of 1956 to show 
which dealers had bought what 
products. In the cases where dealers 
had not bought products within a 
given line, the IBM 407 accounting 
machine on which the reports were 
prepared imprinted an asterisk to 
denote the scoring potential. 

To be _ credited with contest 
points, the salesman had to sell a 
dealer two units of a new product 
line during any given month. If the 
sale was made to a dealer who had 
not carried any Norge merchandise 
at all during the first five months 
of 1956, point credits were to be 
doubled. 

When the summary reports for all 
counties had been prepared, copies 
were sent to all distributors with an 
instruction sheet advising them on 
an equitable method for establish- 
ing sales quotas for each of their 
salesmen. Basically, this called for 
an examination of the total poten- 
tial in each sales territory and then 
the proportionate distribution of the 
distributor’s quota in keeping with 
the territory potentials. 


> When the individual sales quotas 
were developed, the figures were 
sent to marketing research, where 
they were incorporated in master 
punched cards. These cards, as well 
as those for the sales territories, 
were coded with numbers assigned 
to each of the 414 participating 
salesmen. 

All this basic punched card prep- 
aration was, of course, completed 
before the contest got under way as 
a followup to the necessary steps of 
alerting distributors, supplying bro- 
chures about the contest and other 


arrangements. Once the contest was 





There are Many Ways 
to Attract Attention... ae 


one SURE way /s fo use 
WIRE DISPLAYS 


e Over 25 years experience, 
4021 successful applications 


© 4 manufacturing plants 
with 112,300 sq. ft. of modern facilities. 


e Complete design and engineering services. 
® Drop shipping and warehousing facilities. 
Write for illustrated folder 


Mashville Displae 


MANUFACTURING COMPANY 
@ 2505 Bransford Avenue @ Nashville, Tenn. 


Phone: 
CYpress 7-4379 


P.O. Box 491 


PIONEER 
Qualatex® 


A. Balloon-Powered Sailboat... 25¢ retail 


B. Earth Satellite Kit.........39¢ retail © C. Flip-Top Balloon Pack...... 19¢ retail 


| The PIONEER Rubber Company 
| Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


I need a total of premiums. Send me 
prices and samples of A B C D. (Circle 
sample needed.) | want to feed ‘em to the 
| cat and see if she purrs. 
| | Firm 
| Address 


CUY cece LONG came Seite 


_D. Balloon Animal Kit.........19¢ retail | _ ae 


Or phone Betty Wolfe at Willard 3-2211 to order J 
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®@ LOW COST 
@ PRACTICAL 
@ APPRECIATED 


OILERS 
PTL 
bce) 


Pt th 
OFFICE 


SHOP 
AUTO 


Attractive as they 

are useful .. . these 
handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less — leakproof — grease- 


less — odorless — they’re 
tops with both men and 
women 


The clear, clean plastic dis- é 


penser contains highest quality 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure 
It’s a low-cost, sure-fire promotion! 
If you make or sell special lubri- 
cants, we'll package them, too, with 
your own personalized label im- 
printed. They’re real sales boosters! 


with your IMPRINT IN GOLD 


Nationally advertised at $1.00, but 
you can buy this famous kit in 
quantity at amazing low cost! Re- 
usable, transparent plastic case with 
YOUR IMPRINT on cover con- 
tains three specialized lubricants 
for every need...indoors or out. 
Makes a ptactical, attractive gift 
or self-liquidating premium. As- 
sure success for your next promo- 
tion with LUB-A-KIT. 

SEND FOR SAMPLES 
Complete information and prices will be 

forwarded prompitly. 


Vie ade 


106 E. WALNUT ST MILWAUKEE 1, WIS 
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under way, the accounting end was 
handled quite simply during the 
processing of the monthly dealer 
purchase reports. 

These reports are made up in ad- 
vance for distributors in the IBM 
department. The names of all exist- 
ing dealers are pre-printed on the 
accounting machine and spaces are 
provided on the form for entry of 
unit sales by product line. Space is 
also provided at the end of the re- 
port for data on new dealers. 


> In editing these dealer purchase 
reports during our Viking Vacation 
period, our contest administrator 
merely marked in red all sales re- 
ports of two units or more. Punch 
operators prepared cards for each 
sales unit so marked. These 
punched cards included the num- 
ber of units, the product line, the 
dealer, county and salesman. 

The cards were then matched au- 
tomatically with the master deck of 
sales cards prepared at the begin- 
ning of the contest. This step was 


‘Sticky-Bak’ Samples 
Available to Admen 


Details and samples of match- 
books that stick with the prospect 
are available from General P-R 
Corp., Brookline, Mass. 

In addition to the regular cover 
and inside advertising spaces, these 
“Sticky-Bak” books are manu- 
factured with a _ pressure-sensitive 
strip on the back to keep the match 
books (and advertising message) 
securely fastened on the prospect’s 
cigaret pack. 


- . » for more details circle 409, page 121 


Nordette Line Premiums 
Offer Ageless Appeal 


Offering an appeal to kids from 
six to sixty, two new sales-stimu- 
lators have been entered in the pre- 
mium field by Nordette Inc., Chi- 


cago. 


® The “Flying Satellite,’ a color- 
ful fun device designed for Junior 
but usually appropriated by Pop, is 
able—with just a pull of the nylon 
cord—to climb, hover, bank and 
glide in the sky or on the living 
room ceiling. The hand launcher is 
of hard plastic; the flying “blades” 
of flexible, non-breakable plastic. 
Available in bright, assorted colors 
with advertising imprint. Quantity 
prices range from 59c to 79c. 


® Sabre 620, a flash camera that 
takes 12 pictures on 620 film in 


carried out automatically and at the 
rate of thousands of cards per hour 
on a collator, which simply segre- 
gated those cards which did not 
have counterparts in the master 
deck. 

These were the cards for which 
points could be awarded. The point 
totals were gang punched into these 
cards and they were used as the 
basis of contest credit calculations. 

Percentaging of sales to quotas 
was similarly handled at high speed 
through the use of an IBM 604 
electronic calculating punch. 


> Thus, the scoring of this sales 
contest was almost completely me- 
chanical. One of the biggest advan- 
tages to this arrangement from a 
management standpoint was that it 
was so impersonal. All personnel 
could tell from the reports distrib- 
uted that the records were being 
kept on punched card equipment. 
This in itself served to establish the 
accuracy of the standings virtually 
without question. 44 


color or black-and-white. All-plas- 
tic unit has pre-focused lens, syn- 
chronized shutter, and 
optical view finder. 
bright colors for 
quantity orders. 

Leaflets are available on both 
the Flying Satellite and the Sabre 
620. 


. +» for more details circle 410, page 121 


eye-level 
Available in 
$1.80 


each in 


Trimfit Sales Punch 
Seen in Girl Sock 


A good example of an ad theme 
becoming so popular it can be used 
as a premium is seen in the case 
of “Miss Trimfit of 1958,” or “girl 
doll of the hosiery world.” 

Introduced in a national ad cam- 
paign by Trimfit Hosiery Mills, 
New York, the doll is ingeniously 
constructed from an actual Trimfit 
sock personalized with a fabric and 
button face, plus felt arms and a 
two-gun holster. 

So popular was the doll that the 
company has included reader in- 
structions for making a Miss Trim- 
fit, plus an offer to sell her to con- 
sumers at a price of $3.50. 

The key element in the company’s 
1958 promotion program, Miss Trim- 
fit is scheduled for regular publica- 
tion appearances as well as deco- 
rating packaging, stationery, display 
cards, merchandising units, and 
catalogs. Slogan tie-in is “Trimfit 
socks for all the guys and dolls in 
the family.” 44 
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What better way 

to convince you of the 
amazing white brilliance of 
Rising’s WINSTED GLO-BRITE 
than to 


for actual comparison! 
Compare Rising’s 

WINSTED GLO-BRITE 

Vellum, Bristol, Text and Cover 
with any other 

bright white paper 

for uniform, overall 


bright, BRIGHT whitenes 





COMPARE RISING'S WINSTED GLO-BRITE 
VELLUM, BRISTOL, TEXT AND COVER WITH ANY 
OTHER BRIGHT WHITE SHEET 


MIRIGT 
WINS 
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COMPARE : 
VELLUM, BRISTOL, TEXT AND COVER WITH ANY 
OTHER BRIGHT WHITE SHEET! 


WINSTED GLO-BRITE has to be whiter...has to be brighter... for us 
t jare suggest this comparison. With its intense brightness and 
ew WINSTED GLO-BRITE combines all the quality charac 
that have distinguished the WINSTED line outstanding 


jualities, superior folding properties, excellent bulk-for-weight 
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RISING’S WINSTED GLO-BRITE is ideal for outstandingly sharp, clean 
type results sparkling detail in halftones crisp, uniform overall 
rightness in steel engraving, offset, gravure, letterpress, thermog 
raphy, photo gelatin and copper plate processes 
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NOW AVAILABLE THROUGH YOUR PAPER MERCHANT IN THE 
FOLLOWING FINISHES, SHEET SIZES AND WEIGHTS: 


Vellum Finish 


Substance Basis 17x22 24 28 


Text Basis 25x38 60 Cover Basis 
HS 20 x 26 
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Bristol Basis 222x282 


1 x 2R1 


Thin Plate Finish Piate, Medium Plate, Calender Plate 
Brist Basis 2212 x 281 165M (2/82! Calender Medium Plate, 
: : Linen Finishes 


Brist | Ba Ss 222 x 28/2 


22'2 x 28 
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Official converters of Winsted Glo-Brite: The Williamhouse, Inc. for 
Envelopes, Weddings and Announcements; and Ideal Cards, Inc. and 
Otten Bros. Co., Inc. for Cut Cards. Samples illustrating the fine work 


of each of these houses will be sent on request 


WRITE FOR RISING'S NEW WINSTED GLO-BRITE 
SAMPLE BOOK...RISING PAPER COMPANY, 
HOUSATONIC, MASS. 
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Sree Lancer, Come Rack! 


Here’s a voice in the wilderness, calling 


for the return of the independent, 


creative individualistic artist. 


By Edwin H. White 
Art Director, Atlantic Refining Co. 
Philadelphia 


There is a veritable school of tal- 
ent that abounds in the graphic arts 
sea in which we work. Most of it is 
young, eager, willing and able to 
grasp the creative problems with 
which we grapple every day. It is 
to the art director's shame that 
much of this talent is lost, because 
he buys personalities, and not gen- 
uine creative ability. 

In the creative free-lance world, 
thousands of budding talents are 
lost in the stampede toward the 
cash register of success. The more 
verbose, the quick-to-smile, the 
flashy dresser and the glad-hander 
too easily outstrip the serious 
thinker of moderate approach, caus- 
ing him to withdraw, in many in- 
stances, from the creative art field 
early in the game. The art director 
should pause often to reflect on his 


surroundings, slow down his peri- 
lous pace, and observe astutely the 
creative talent situation in his sta- 
ble of artists. 


> Certainly the art director knows 
that talent abounds in strange and 
unlikely places. It is kin to no fash- 
ion plate nor peculiar to no blue 
ribbon personality champion. The 
self-assured or the shy artist might 
both be equally endowed with crea- 
tive ingredients. Their relative abili- 
ties to market this creative talent 
might differ widely, but the think- 
ing and artwork of both must be 
utilized if the best available art is 
to be attained. 

The key to good art direction, 
therefore, is to observe the open 
door policy to all talent. 


> In fairness to the art director, and 
in fairness to the company in which 
he is employed, ample time should 
be set aside each week for inter- 


views with free-lance talent that 
seeks employment. The telephone 
too often is used as a means for 
cutting short sojourns to the inner 
sanctum of the art director's office. 
This is an evil that should be close- 
ly scrutinized, and if need be, cor- 
rected. 

Now it is true that we art direc- 
tors are very busy, constantly ha- 
rassed and often besieged with in- 
surmountable artistic deadlines 
This keeps us moving at a pretty 
hectic pace most of the time. But 
the art director who doesn’t pause 
to look around at the newest trends 
in the graphic arts field, will stran- 
gle himself artistically within a 
few short years. 


> At this point, let the case for and 
against the art director rest for the 
moment and consider now what 
should be done by the free-lance 
creative talent to better his own 
position. He must prepare himself 
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‘Satisfaction is assured with 
CRESCENT illustration board!” 


Chicago Cardboard Company 


1240 N. HOMAN AVE., CHICAGO 51, ILL. 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
ArtO0G) apn 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph, 

Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- i 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if 
turned. 


Write for 
folder! 


Takes up no floor 
space — uses over- 
head “‘dead” space 


DIVISION OF 
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728 Wash. Ave., S.E., Minneapolis 14, Minn. 
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to meet the tremendous problem 
that lies ahead, if he cares to make 
an impact in the creative world. 
There is no easy road in the com- 
mercial art field. Natural talent 
means nothing if it is not exploited. 
Talent must be used over and over 
again to perfect ability until it is 
commercially salable. Tenacity is 
the key to the artist’s problem. 


> The art of being tenacious is most 
difficult to master. Often times in 
retrospect the artist makes up his 
mind to hold fast to his ideals and 
goals, but when the chips are down, 
and in the heat of battle, he too 
soon forgets the  silently-made 
promises to himself. 

Rather then than stick to his own 
style and techniques, he will shift 
to a more acceptable form of art 
that has already made its mark in 
the commercial art world. Or rather 
than try to get a complete concept 
of the graphic arts field, he will 
specialize in a small area of art and 
never get to understand production 
problems, layout problems, typog- 
raphy problems or the like. 

This art director firmly believes 
that one of the reasons that many 
young artists suffer the pangs of 
frustration in the art field is that 
they attempt to move too quickly 
along the road to success. In these 
times of prosperity there is a na- 
tural desire to want to move along 
with the masses, and join in the 
winner-take-all grab-bag sessions 
that the “Big Money in the Art 
Field” men offer eager aspirants. 
From here on out, the mistake is 
compounded. 

Shooting over his head, the art- 
ist tries to establish himself too 
quickly as a top grade illustrator, 
layout man, etc., and overpromises 
himself with thoughts of quick suc- 
cess. And while the prize is there 
to be sure, it comes only after a 
struggle. The artist must brace 
himself for that struggle. 


> It is a wise artist who knows his 
own talent! He must ask himself 
questions. Am I a dry artist? A wet 
artist? Am I a natural for free- 
lance? Am I a natural as an inside 
man? Do I have the feel of creative 
work? Do I feel at home with ty- 
pography? Do I like to instruct? 

Here a bit of guidance from an 
observant art director can do much 
to help unscramble the undecided 
artist’s mind. Titles too often can 
be fascinating. The ring of “art di- 
rector” or “illustrator” can be a 
clarion call that heads an artist in 
a particular direction. 


» These things are most important 
for the artist himself to analyze. 


But thinking is not enough. It 
should occur to the artist that the 
first thing that he must do is roll up 
his sleeves and then try the field. 
He should take a crack at layout, 
learn production, try wash and fig- 
ure work, work for a newspaper 
and a department store. He should 
spend some time in a display house. 
Work for a printer. Join the staff of 
a magazine. 

Crawl around for a while in sev- 
eral advertising agencies, yes, and 
even free-lance for a short while 
to get the feel of the profession. 
Work for what ever they have to 
offer. He should do all of these 
things early, long before he ties 
himself down with obligations, then 
total up his assets. 

The net result financially will no 
doubt in the beginning sum up to 
very little, and if money is all that 
is sought, then failure must be ad- 
mitted. However, if a stake in the 
future of the graphic arts field is 
the end product, then the time 
couldn’t be riper. The artist is 
poised for the kill. 


> This is a very necessary part of 
growing up gracefully in the com- 
mercial art profession. To try to 
circumvent this phase is like trying 
to run before you can crawl. At this 
point, it is futile to point to the 
successful artist who jumped in feet 
first and bobbed up on the surface 
an early success. For each one who 
has done the impossible, there are 
hordes who lie in ignominious de- 
feat because they failed to set a 
pattern. 

There is a great deal to be done 
for the aspiring artist. There are 
some art schools that have helped 
set the correct pattern for the artist 
to follow. Many instructors have 
grasped the problems very firmly 
in their hands and have steered the 
eager students in a_ creditable 
course toward their goal. 

Unfortunately, all schools do not 
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Vil tell you when you're ready to 
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do this. I have seen the work of 
graduate students that have been 
so woefully lacking in the basic re- 
quirements and understanding of 
the graphic arts field as to make me 
wonder what had been transpiring 
for four years behind the walls of 
learning. 


>» Art is perhaps the most liberal of 
all the forms of education. So it ap- 
pears to this writer that the in- 
structor should submerge his own 
particular likes and dislikes, and 
hoist the ideals of his students as 
high as his own. 

I have seen stages of carbon copy 
students turned out as though they 
might have come from a printer’s 
press, so alike were they. The most 
important thing an instructor can 
do is to ferret out his weaker stu- 
dents, his shy students, his con- 
fused students and try to discover 
why the flame burns so unobtru- 
sively within them. 


> This is the first step in salvaging 
a large part of the creative art field. 
I have found that by far the major- 
ity of creative artists are naturally 
strongly introverted, or at least give 
that impression. They work better 
when tucked away in the corner of 
some studio, and in their quiet way 
bring forth hard hitting promotional 
campaigns that the more verbose 
individual never seems to be able 
to nail down. 

The quiet student never sets his 
class on fire, and in fact, he is often 
overlooked by the not too discern- 
ing eye of his instructor. He will 
fight his way strictly on his own, 
and will live or die in his chosen 
profession strictly on his own en- 
thusiasm and love for the game. 

We could save this flip-of-the- 
coin creative mind by giving him 
his fair share of attention while in 
school. It is often as difficult for 
the student to get to know his 
teacher, as it is for the teacher to 
get to know his student. 


> The aspiring artist should extend 
himself further. There are many 
excellent sources for him to delve 
into. For instance, the periodicals 
of today that specialize in informa- 
tion of the graphic arts field are 
many and of an excellent nature. 
Top notch professionals who excel 
in their field fill these business pub- 
lications full of do’s and don’ts that 
would cost a fortune to obtain in a 
local school or college. The artist 
should certainly avail himself of 
these sources. 

But a greater number of creative 
people are lost in the embryonic 
stage than at any other. Would-be 
artists and creative men are lost to 
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Poultry 
Chops Roasts and 4 pun 
Streaks or. a 


The menu invites the diner to have a preview of the dish that sounds good. 


KEEN’S CHOP HOUSE KNOWS— 


Stereo color slides can 
make mouths water 


Celebrated old eating place has delicious 


specialties to sell—shows them to patrons 


with appetite-provoking stereo pictures in 


realistic color. 


Ir you find it difficult to choose 
from their menu full of good things, 
Keen’s Chop House has a quick and 
effective answer. A word to the 
waiter gets you a viewer and series 
of stereo slides that give you an 
exciting preview of your dish. There 
it is—sizzling, succulent, irresistible 
—in full color! It’s a way Keen’s 
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has of promoting its famous foods. 

Because photography is so real, it 
gets right to the strongest of sales 
appeals: human emotions, comforts, 
self-preservation. It sells fast and 
with conviction. And the harder 
the selling job, the more spectacu- 
lar the results. 

The same forceful clarity makes 


Ll 


photography a star in other adver- 
tising and merchandising jobs, too. 
It trains salesmen. It explains prod- 
uct construction and operation. It 
does all the things listed at the right, 
and more. Read them over. You’! 
see photography can save you time, 
cut costs and do a fine-looking, con- 
vincing job. 


When your story must be descriptive— 
PHOTOGRAPHY does the job 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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The customer sees his tempting meal even before it’s ordere 


Here are some of the ways Photography helps build sales: 


Plans and Presentations 
Slide films— Movies— Easel 
presentations— Portfolios 


Advertisements 
magazines— Newspape1 
Direct mail—Sales and service 
Calendars 


Billboards 


Market Research 
application photos 


literature 


Car cards 


Product 
buying habits— Displays 
Merchandising ideas 
Photocopying charts and 
reports 


Merchandising Displays 
Background photos— Jumbo 


cut-outs—Installation or 


Illustrations for 


Customers’ 


application photos 
Demonstrations 

Packaging —Product pictures— 
Labels—** How to” explanations 
Photo lettering — Photo 


composition 
Printed Production 
Illustrations— Transparencies 


Photoengraving — Photocopying 


Trade Shows— Background 
murals— Motion pictures 

Slide films— Descriptive booklets 
and pamphlets—Plant and 
product photos 

Sales Training and Service 
Salesmen’s portfolios and 
bulletins —Stills—Slides 


Movies 


service manuals 


Installation and 
Customers’ 
instruction books 

Television Production 

Set backgrounds— Spot 
Animation 
Stockholder 
Employee papers 


commercials 


Public Relations 
nouces 
Institutional movies — House 
organs— News releases 


Slide films 


Office layout 
Office 


Administration 
plans—Progress reports 
Microfilming of 
Miniature 
prints of ads for schedule 


copying 
records for storing 


boards 


Would you like this fre« 
booklet on Kodak new Color 
Print Material Type C? 
Write Eastman Kodak 
Company, Rochester 4, N. Y 
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ILLUMINATED, MASS PRODUCED 


PLASTIC SIGNS 


that SELL... SELL... SELL! 


DESIGNED ESPECIALLY FOR YOU by 


From giants to little ones, 

Hagen Plastic Signs pay for 
themselves in a matter of 

months. Operating cost is 

only a penny or two a day, 

plus amortization. Complete 

facilities to handle any order 


from drawing board to ship- 
NL CMU INCAS 


ping room. 


Let us submit to you (at no obligation) 
layouts and sketches covering your 
immediate sign requirements. 


6230 WIEHE ROAD 
CINCINNATI 13, OHIO 


Representatives in Principal Cities 
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DISPLAY MOTORS 
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MAYTAG! 
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AYE! all eyes are captured 
by this canny Scot 


A low-cost Hankscraft motor 

attracts attention by making " 

the Scotchman’s eyes roll back H TAL fi ANDE 1 

and forth in this successful 

Maytag display Like the Scots, 

the Hankscraft display motors 

are thrifty, too. They run for Secieaae anil eaten ter 

months on ordinary flashlight Dun-Lap Mfg. Co., Newton, lowa 

batteries. Do You Have a Display Problem? 
Want to know how to animate your displays? Let 
Hankscraft engineer the animation for you! Send 
us a cutout dummy and rough sketch. We’ll equip 
it with the most efficient motor for your use (either 
AC or battery-operated). 


Let Hankscraft Engineer the Animation! 
Write for our free manual today — it describes 
all the basic Hankscraft models, their special 
applications, plus information on free engineer- 
ing service. 


THE HANKSCRAFT CO., Dept. AR-4, Reedsburg, Wis. 
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CHICAGO e¢ PHILADELPHIA e MINNEAPOLIS @© NEW YORK 
DALLAS #¢ TORONTO (Ontario) « SAN FRANCISCO (Erlach Lee Co.) 
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the profession because they were 
never allowed to express them- 
selves while in their formative 
years. This goes back to grade 
school when budding talent is most 
recognizable. 


> There is a misconception in the 
layman’s thinking as to the work- 
ings of an artist’s mind. Unjustified 
accusations as to the creditability 
of the profession are quite common 
to the uninformed. Hesitant parents 
have shied at the thought of having 
a creative artist in the family, be- 
cause of fantastic ideas as to how 
the family of artists live. Here the 
art directors have a big job cut out 
for them. A heavy selling job is 
needed to enlighten some of the un- 
enlightened. 

Business organizations, Rotary 
clubs, Lions clubs, PTA’s and other 
groups should be reached and 
talked to by competent artists and 
art directors. A hard sell campaign 
on the practical aspect, financial 
status, business acumen, adminis- 
trative know-how, salesmanship 
and other realistic qualities of the 
artist’s and art director’s profession 
is badly needed at this time. The 
professional creditability is at stake 
and it is high time that our stand- 
ards are shown to others and 
proved. 


> But the most crucial moment 
comes for the aspiring artist when 
at last he is ready for the fray and 
starts personal contact in his pro- 
fession by showing his wares to art 
directors. 

The key man at this point is the 
art director. As art directors, we 
must retrace our steps and pick up 
the threads of memory that are 
strewn along the paths of the past. 
We should remember the encour- 
agements we received that lifted us 
towards the final success. 

We should remember the hints 
and points-of-view that were tossed 
our way that made each criticism 
a profitable lesson. We should re- 
member these things and pass them 
on to be used in a like manner by 
other aspirants who are following 
in our shoes. We should do this to 
keep the creative strain alive, or 
like a ghost-like profession, the 
creative field will be a hollow shell 
only echoing what has been done 
by others in former years. 


> The determined _ individualistic 
free thinking free-lancer is a van- 
ishing being today. Like scurrying 
rabbits they are herding themselves 
in numbers seeking protection in 
the multitudes. It becomes increas- 
ingly difficult to find a staunch do- 
it-yourselfer who in yesteryear was 











a crack layout man, illustrator, let- 
terer and top notch line drawing 
expert. 

The safety in numbers enthusi- 
asts are becoming specialists who 
pluck out ideas here and there and 
grind out accepted techniques that 
defy individuality. 

The fault lies not with the free 
lancer. He would like nothing bet- 
ter than to work out his own prob- 
lems his own way. It lies in the ob- 
stacles that he must surmount in 
order to sell his material. The long 
rests he is forced to take outside of 
busy art directors’ offices, cool re- 
ceptions to his work, price haggling, 
constant changes that are not paid 
for, unnecessary night work that is 
brought about by faulty planning 
and unstable art direction. 

These things, and others, cause 
quick turnover in artists who serv- 
ice advertising agencies or other 
organizations. These and many oth- 
er irritants cause artists to lose 
faith, lose money, lose sleep and 
lose their idealism. These things 
drive them to seek the shelter of 
the art service and the protection 
of the art service salesman. 


>» Artists like and need encourage- 
ment. Most free-lancers in their 
idealistic way literally give their all 
in the preparation of their art offer- 
ings. They need understanding and 
appreciation, but most of all they 
feel a need of respect for their pro- 
fession. A laborer works with his 
hands, an artisan works with his 
hands and his head, but an artist 
works with his hands, his head and 
his heart. 

If we are to hold fast to this van- 
ishing specie of artistic free-lance 
talent, we must give it a chance to 
live in this streamlined jet age in 
which we are used to turning out 
assembly line production. 44 


Handy Scale Makes 
Chart Making Easy 


Chartmakers Inc., 480 Lexington 
Av., New York, sells an adjustable 
plotting scale which automatically 
divides any distance—from 1% to 4” 
into tenths. The markings on the 
scale are wedge-shaped in outline 
and consist of a series of converging 
lines—wide at one end, narrow at 
the other. The scale, printed on 
tough, transparent paper, can be 
folded at any point where the de- 
sired width appears and the sub- 
divisions marked off. 

The company also offers a similar 
scale for logarithmic plotting. It 
contains 10 lines with 10 subdi- 
visions between each and runs from 
1 to 12”. 44 
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of shadings, symbols and alphabets! Craf- 


Type ¢ Craf-Tone ¢ Craft-Col 


or © Craft-Copy 


e Doubletone Drawing Paper « Doubletone 
Tracing Vellum ¢ Singletone Drawing Paper « 
Multicolor Process * Top Sheet Shading Films! 


FAST sales impact to layouts and finished artwork! 


FASTER ad production and paste-up! 


Yes, 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE 


complete Shading Medium Catalog 


CLEVELAND 10, OHIO 


send me the world’s most 
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Write today for your Company_ 
FREE Catalogue *3 Adres 
City 
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NO PHOTO-PRINT CHARGE! 
NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


Negative or Positive—No Minimum 


Prompt mail deliveries anywhere in U.S.A 
Write for FREE Specimen Chart A.R. 


| RAPID TYPOGRAPHERS INC. 


' 305 EAST 46 STREET » NEW YORK 17,N.Y. 
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COPY-FITTER EVER! 


That’s what thousands say 
about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AR-245 « WILTON « CONN 
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Try a 
Cartoophoto 


A bright young California artist combines 
real objects with cartoons to develop 


a new technique for advertising illustration. 


Owen Finstad puts the 
finishing touch to a 


tie and cuff link ad Ee, 


By William B. Blankenburg 


Owen Finstad surrounded a necktie with whim- 
sy and solved a layout problem. 
This Los Altos, Cal., commercial artist had to 
come up with a fresh advertising design to key- The proud possessor 
note a local clothier’s printed promotion of a new of a matched jewelry P 
line of accessories—particularly neckties. Finstad set 
drew a cartoon background to integrate with a 
model necktie, photographed the combination, and 
bemusedly called it a “cartoophoto.”’ 
Because the tie was rendered photographically, 
its details were clear. And because it was part of a 
cartoon figure—a line sketch of a dapper fellow ao 
it became part of an eye-catching design. io x\ 
, —. 
\\ 
> The mechanics were easy. Finstad made the car- \ 
toon figure life-size. A cut-out was made at the ] 
front of the collar and the knotted tie was in- oy” J 
serted. Joining the necktie in producing a three- ™ ae 
dimensional effect were a rakish (and bristly) A whimsical — han 
moustache, and heavy cuff links. i it \ with a set of ball 
It might have been done another way; the tie 1 i a 
and accessories could have been set in place in a 
blank background, photographed, and the line 
drawing made on a finished print. But Finstad 
would rather make the juxtaposition before 
photographing because that method allows for 
greater use of shadow, and interplay between 
sketch and product. 
This artist found the method adaptable to other 
items of clothing, as well as jewelry, tobacco 
products, playing cards, and fountain pens. 


> Fancy photographic equipment is not needed. 
Finstad works with a 24x24” reflex camera and 
floodlights or, in a pinch, an ordinary flash unit. 

This artist claims there’s no reason to create 
extra expense by having a combination line-and- 
halftone engraving made. Neither he nor his cli- 


A demonstration that 
no cowboy’s too tough 
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SCREEN PROCESS INKS / PAPERS & CARDBOARDS 


WATER COLORS / COATED FABRICS / BULLETIN 
COLORS / QWIK-SPRAY PAINTS / PRESSURE- 
SENSITIVE ADHESIVE PAPERS 


For a free color selector and address of your 


nearest supplier, write now to 


RADIANT COLOR COMPANY 


830 |SABELLA STREET, OAKLAND 7, CALIFORNIA 


For maximum color power you need 
iano PPP YT in fluorescence 

Ask for it by name re : 

} 

| 


ae Vewacto “ 
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BREAARAD 
BRS ARARA 


JUST OUT! 


4th ANNUAL 
IDEA ART 
PORTFOLIO 


Another great volume of 
topflight, ready-to-use 
art—entirely new! Copy 
lines to stimulate 1000 
fresh ideas and uses. 
Reproduction on heavy 


‘romekote, in deluxe 9x12 f 


ring binder. Illustrated 
ndex. An invaluable work 


book for fast, easy prepar-§ 


of ads! $27.50. 


Order today on approval for 
5-DAY FREE EXAMINATION 


adlee 


307 Fifth Avenue 
New York 16, N. Y. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


See Shimmer-Motion at DECHAR 


POPAI Show, Sheraton-Astor Hotel, W.¥.C.—April 15-16-17 | 204-205 


Complete Photo Services 


8 x 10 prints as low as 8!/c ea. 
Enlargements—Wallet Prints 


WALTZ 132,Seth St NW. 


CANTON, OHIO 
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“Alright, Wise Guy—What Happens To Us If The Idea Don't Catch On?’ 


Timely humor 


. 1958 calendar of Brown Instruments Division, Minneapolis-Honeywell 


Regulator Co., pokes fun at frenetic American scene as observed through eyes of 
cartoonist Bill Eddy. Reproduced from original water colors, the 12 cartoons ferret 
out fun in everything from vitamin pills to fire-it-yourself sputniks shown above 


ents object to an over-all screen. 

A prime advantage of the cartoo- 
photo is its adaptability to whimsy 
without distorting the product. A 
number of reproductions can be 
made quickly and simply by making 
more photographic prints from the 
original negative. 

Finstad adds a couple notes of 
caution: Don’t get the product and 
the cartoon too far separated from 
each other while photographing: 
depth-of-field problems may arise 
when the camera is focused. A cam- 
era affording ground-glass focusing 
is almost a must for gaging depth of 
field and eliminating parallax. 

The cartoophoto offers a simple, 
fast way out of a situation requiring 
accurate product illustration com- 
bined with art. And, Finstad is hap- 
py to say, the unusual method is in 
itself a springboard to layout ideas. 

44 


New Spray Said to Give 
Lifetime, Glossy Finish 


Spray Glass, a new clear, glossy 
spray for photographs and artwork, 
has been introduced by John G. 
Marshall Mfg. Co., Brooklyn. Not 
limited to art department use, the 
spray can also be used to preserve 
documents. 

The product is claimed by its 
manufacturer to produce a_ per- 
manent coating which gives the pro- 
tection of glass without its dis- 


advantages. The spray protects and 
preserves both glossy and matte 
photographs, oil and direct colored 
photos, Polaroid prints, art paint- 
ings and various types of graphic 
artwork. 

It can also be used to prevent 
smudging of engraver’s proofs and 
is said to preserve hard and soft 
textures of pastels, chalks and char- 
coal drawings. The spray seals out 
dust and moisture and can be wiped 
clean with a damp cloth. 

Literature describing a variety of 
uses is available. 


. + for more details circle 425, page 121 


Photo Reprint Process 
Saves Photographic Costs 


Low-cost, quality picture reprints, 
available from the Multiprint Co., 
Chicago, are described by the proc- 
esser as being “the next best thing 
to actual photographs.” 

Multiprints are made _ directly 
from original glossy photographs 
and are available at a fraction of the 
cost. Prices range from lc to 2%ec 
each depending on quantity. They 
are said to be tough, durable, fade- 
proof and to fold easily for low-cost 
mailing. 

The reprints can be printed on 
one or both sides of the page and 
copy can be added if desired. En- 
larging, reducing, punching and 
gathering services are also avail- 





able. Suggested uses of multiprints 
are direct mail, catalog pages, in- 
quiry answers, order acknowledg- 
ments, instruction sheets and con- 
vention and exhibit handouts. 

. « » for more details circle 426, page 121 


How to Save Time, Cost 
With Photodrawings 


Draftsmen and industry produc- , 

; ; : . . . One of 
tion men may find a time-saver and — . K&F’s 
cost-saver in “photodrawings,” a Hundreds of 

: es ; : Rs. Thousands 
modern method of combining photo- Fa 


of Stock 
: . : : ; , Photographs 
graphs and engineering drawing in- 


formation in an_ easy-to-visualize 
form. The technique and its ad- 
vantages are explained in a booklet, 
“Photodrawings,” available without 
cost from Eastman Kodak Co. 
Photodrawings are photographs a, _ High photography costs your 
reproduced on a translucent _ma- ee, ee eer eee 
terial to which engineering detail hundreds of thousands, and it’s easy to obtain the ones 


you need, You name the characters, expressions, situations 
added. From this master photo- —and K&F librarians send you the 8x10 glossies to fit. All 


— : photographs are available on consignment. 

drawing, work prints can be made : ; ‘ 
| | | T PS—Our fully equipped, expertly staffed illustration studio 
xy the conventional processes. Ihe can quickly produce special photos exactly to your 
specifications. 


and superimposed sketches are 


advantages of the process, as against 
conventional engineering drawings, 


include quick visual comprehension KAUFMANN & FABRY 


as well as savings in time and All Your Photographic Needs Under ONE ROOF! 
money. They can be quickly under- 425 SOUTH WABASH AVENUE., CHICAGO 5, ILLINOIS 
stood by persons untrained in read- HArrison 7-3135 
ing engineering drawings. 

The booklet gives details on tech- 
niques and equipment needed for 
taking the picture, as well as how 


. : ¢ Palette Patte keeps 
to superimpose drawing on photo- C4 ee TTT mn. aah ae os coe 
graph to make the master copy. The fai Vo? and best in artist materials 


/ 
. , . and equipment. Get your 
master can be used for making VF Ready to use Attention-Getter Cartoons! a 6«COpy. Write to 
— . 5 ae semana a. jy New 1000 proof Stivers Handbook #10 now " = 
blue Prints 01 direct process prais \ i ready for Licensees. Either $2 fee-per-use or oe ene 
for either letterpress or offset. i $9.95 monthly subscription. Only art service 
limited to recognized agencies and National 
. for more details circle 427, page 121 \ Advertisers. Free Folder a ; Ne ed 8 Oe 
STIVERS STUDIO = yen On ggorllinga 


BOX 3684 » SAN FRANCISCO 19, CALIFORNIA - i DETROIT 2, MICH 


1’ for all 


VISUAL SELLING AIDS 


from flip-overs to films 
SALES TRAINING PROGRAMS & MEETINGS 
from copy planning to production 


EXHIBITS & DISPLAYS 


from creation to production 


POINT-OF-SALE MATERIAL 


visual communications specialists 


We are Masters of all Visual 
Communication Techniques, fully 
staffed with creative consultants 


and with complete facilities (all call US... for results 
within one shop) to do any job you can 


for you in the visual selling field! ! 
Clear and Complete . . Cover of East- Sée : 
ies intel bosidet on: chobodennine CREATIVE ART STUDIO - SILKSCREEN 
i ss a) oe — a TYPE & LETTERPRESS - BOOK BINDING 
iilustrate clear visual result acnieved rapid art 
by superimposing engineering drawing CHARTS & MAPS + EXHIBITS & DISPLAYS id : 
information on actual photograph service, inc. 
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98 © Packaging & Labeling 


Price Markings 
Applied by hand or 
mechanically, they 
can be removed 
easily by the buyer 


Convenience . . Held 
between a clear and 
a printed tape, these 
screws are handled 
easily, bear the 
maker’s 
identification 


Unwieldy Goods . . 
With strong filament 
tape, pipe, etc., can 
be bundled and 
marked in one 
operation. 


For Pre-Punching . . 
These tabs close 
holes, carry price 
tab, are 
automatically 
applied. 


Tire Labels . . Tapes 
adhere firmly and 
easily to rubber 
surface. 


TAPES 


The self-adhesive, pres- 
sure-sensitive, pre-printed 
tape can play many roles 
in merchandising, as these 
fine examples illustrate. 


Strips of tape very much like the 
type your wife uses to seal pack- 
ages—printing is the big difference 
—are becoming important merchan- 
dising tools today for many retail 
stores and manufacturing firms. 

For example: 


e Kitchen cleanser cans are now 
opened by pulling off a tab of 
tape printed with brand names 
which cover pre-punched holes in 
the lid. 


@ Heavy chains are now identified 
for the first time as to grade of 
product and brand name with bands 
of printed tape. 


@ Supermarkets are using printed 
tapes to hold produce in trays and 
to band bananas—a __ technique 
which has. drastically reduced 
spoilage loss. 


® Food companies, toilet and drug 
manufacturers and makers of house- 
hold items are combining two or 
more products inexpensively and 
effectively into special promotion- 
al deals with tape bands that carry 
a point-of-sale message. 


>» Both the pressure sensitive tape 
industry and the printer-converter 
who supplies the finished product 
can find many reasons to explain 
the growing acceptance of tapes as 
merchandising tools. And each rea- 
son is related to and affects the 
other. 

Tapes are available today in more 
colors than ever before, and almost 
any type—paper, cellophane or 











plastic—can be printed. The presses 
for printing are able to utilize as 
high as_ six basic colors—thus, 
thousands of color combinations are 
possible. And the same shop that 
does the printing also can die-cut 
tapes into any shape or form for 
special promotional activities. 

The physical characteristics of 
tape also are important. They 
“stick at a touch” and require no 
preparation for use. Many are un- 
usually strong and can be used for 
their rugged packaging as well as 
their message carrying ability. 

And perhaps most important, in 
many cases they can be applied 
automatically with machines de- 
signed especially for that cost-sav- 
ing purpose. Since tapes can be 
used “right from the roll,” they are 
especially adaptable to the stop- 
start-stop motion of mechanical ap- 
plication. 


> Printed tapes are not used solely 
because they are adaptable to me- 
chanical application, but the trend 
leans increasingly in that direction. 
Colgate-Palmolive Co. uses applica- 
tors designed by Minnesota Mining 
and Manufacturing Co. to place tape 
on lids of Ajax kitchen cleanser. 

American Chain and Cable Co. 
designed its own machine to place 
identifying bands of tape around 
links of chain. But small grocery 
chains and _ supermarkets apply 
strips of printed tape by hand to 
band produce in trays and bunches. 
And hand application of tape still 
is preferred by many small manu- 
facturers who have little need as 
yet for mechanized labeling. 

How well the use of printed tapes 
has spread in this country can be 
measured by the growth of the 
printer-converter field. Ten years 
ago, only a few firms existed in 
the large metropolitan areas. Today, 
printed tapes can be obtained either 
locally or on a regional basis in any 
area of the nation, (4 


Special Offers . . For 
premiums, 
combinations, and 
other deals, tape 
tells the story. 


Banana Bunches. . 
Use of tape to label @ 
bunches speeds 
handling, adds 
trademark. 


Chain Identification 
Strip of tape every 
10’ identifies chain 
as to grade and 
trademark 


Combinations . . A 
single strip joins two 
cans, carries sales 


ah 


message. 
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RLS 
J with the yo ALL NEW 


Yamena 


WTO To03 


MODEL "C" 


Projects opaque copy, 
onto the 23x31 


DIRECT 


eeUb lle ld oe 
drawing board 

ob) 
18x23 
8x10 
Heavy duty ball 


reduction - 400°, enlargement 
copyboard 

transparency projector 

Me 
mechanism 

POMC mm a 
Try aT: 

Copy can be flopped or 


ar i 


eT als: 
CU mL 

® Floor levelling casters 

ee 

Complete $645. fob 


NO EXTRAS 


SAVE 50% in TIME-MONEY-LABOR 


—~ 


/ ; Joa, MODEL “A” 


@ Enlarges or reduces copy 400% 
without hand shadow for tracing. 
© Viewing or Focal Plate Areo—24x24” 

© (Copyboard area—27x32” 

© Floor Area—29x36” 

© Parallel adjustments for accuracy 
© Mounted on Casters for Mobility 
@ Pressure back 


| 
Complete $498. f.0.b.’ > 


Manufactured by M. P. GOODKIN CO. 


HOW 


CAN IMPROVE -YOUR 
POINT - OF -PURCHASE 


Fra”? 
2 
"OM 


BOOKLETS AND LABELS 


Send for this COLOR GUIDE 
that shows how to make your 
“printed salesmen” more ef- 
fective... how color can help 
you develop the desired emo- 
tion about your product in 
the consumer’s mind. Enclose 
10¢ for handling. 


Firm 
Address 


City 


— a 


The National Tag Company 
337 S. Patterson Bivd., Dayton 1, Ohio 
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Free Lance Artists-Small Studios . . . 

Ask about our MODEL ‘'B’'- $285. f.o.b. 
SOLD THRU 


RECOGNIZED 
DEALERS 
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24 Beach St., Newark 2, N. J. 
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1,000,000 BOXES IN STOCK 
WIRE OR SEAL CLOSURE 
SUPER STRONG, LIGHT WEIGHT 


gon by 


Goon COMPANY 
FALLS, MASSACHUSETTS 
175 FIFTH AVENUE 
Yr. A. Y- 
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ATTLEBORO 
NEW YORK — 
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Write Today for Catalog, D1 
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**Best-Of-Year”’ 


dow 


Package for win- 
in 21st 
Packaging Competition. Manu 
factured by Wm. E. Wright & Sons Co 
box was cited for its ability to 
the product while displaying it 
was by Edward G. Barratt; production by 
Sample-Durlich, Chicopee Falls, Mass 


trim won Bronze Plaque 
Annual 


protect 
Design 


Best Package of Year 
Awarded to Wright Box 


The country’s outstanding award 
for excellence in packaging—the 
Bronze Plaque—was_ given to 
Wright’s Window-Trim box out of 
more than 700 the 21st 
Annual Packaging Competition 
sponsored by Variety Store Mer- 
chandiser, New York. 

A panel of five variety-depart- 
ment store merchandise executives 
plus a professional package design- 
er chose the Wright box after citing 
it particularly for the effective way 
in which it both protected the con- 
tents and displayed the contents. 

Calling the window trim an ex- 
ceptionally hard 


entries in 


item to package, 
the judges noted the in-use color 
picture of the contents, plus the 
cellophane-covered, die-cut window 
which showed the actual window- 
trim. Additional information on the 
package included an easy-to-read 
price and selling information that 
covered suggested uses of the prod- 
uct, laundering and 
structions. 
Manufacturer of the “Best-Of- 
Year” package is Wm. E. Wright 
& Sons Co., West Warren, Mass; 
package design by Edward G. Bar- 
ratt; original box by Sample-Dur- 
lich Co., Chicopee Falls, Mass; and 
transparent window Celanese 
Corp. 44 
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Ready for Action 


Agencies 


Video Tape 


James Middlebrooks, KING-TV’s direc- 


tor of engineering looks over his new video tape recorder. 


By Tom Herbert 


Video tape recording, “filming” 
television productions on erasable, 
re-usable plastic tape, may be old 
stuff to the networks. To local ad- 
vertisers and agencies, VTR is as 
new as the New Year! Hand-tooled 
equipment has been used by all 
major networks for more than a 
year, but recorders for local com- 
mercial station use are just begin- 
ning to roll off the assembly lines. 

A survey of 20 major agencies 
handling television accounts was 
made in Seattle, where VTR has 
just made its local station debut. 
Three weeks after watching the 
early December demonstration at 
KING-TV, the agencies had their 
minds made up about television’s 
newest adjunct. 

The agencies queried all rated 
video tape recording equal to live 
tv in quality and an assured boon to 
the local, regional, and live spot 
client. Its value for broad coverage, 
multi-station accounts is, as_ yet, 
considered very limited. 

All the agencies servicing local 
accounts are adjusting plans and 
budgets for 1958 to include VTR, 
but four firms handling only multi- 
market clients showed no immediate 
interest. John Heaverly of Botsford, 
Constantine and Gardiner summed 
up this group’s reaction. 

“We'll stick to film because we 
have to service 35 markets,’ Mr. 
Heaverly said. “Erasable tape has 
no advantage for us yet. Few sta- 


tions in our coverage areas will be 
equipped to handle it right away. 
Dubbing tapes is still too slow. In- 
tegrating taped commercials into 
filmed programs is too tricky. Tape 
will be great stuff for auditioning or 
delaying programs, but we have to 
make simultaneous release of too 
many prints.” 


> Duplicating VTR is now strictly 
on a “one-to-one” basis no speedier 
than original recording. Integration 
of taped recordings into filmed pro- 
grams involves the same hazards as 
cuing from film to live studio or to 
board announcer. Filmed _ spots 
spliced into filmed programs take 
care of themselves. Taped commer- 
cials do so, too if you have the 
taped programs! 

Sixteen agencies handling local 
and regional accounts all plan to 
use video tape during 1958. All are 
enthusiastic and are waiting only 
for a clarified rate card. KING- 
TV’s veteran sales director, Al 
Hunter, admits that the operation 
is so new that commercial produc- 
tion rates temporarily have to be 
identical with kinescoping costs. 

“Actual cost of producing taped 
commercials is the same as the cost 
of producing live spots,’ he says. 
“Quality is better than you can get 
from a kine and you can re-use the 
tape, so there’s no loss from film 
or processing. Tape will be cheap- 
er, but the slide-rule department 
has to figure in all the factors be- 
fore we can put out a card!” 


Agencies in the Pacific 


Northwest are finding new 


ways of using this new 


television technique. 


>» Agency plans for using VTR are 
varied and ingenious. One automo- 
bile account expects to tape a series 
of customer “testimonials” direct 
from its showrooms with remote tv 
pick-up. A supermarket chain which 
has had trouble showing perishable 
food items in repeated evening live 
spots wants several weeks’ “spe- 
cials” taped in a single studio pro- 
duction session and stored for time- 
ly release. An industrial account 
will cover important mechanical 
tests with remote equipment for 
immediate review on closed circuit 
playbacks of instantaneous tape re- 
cordings. 

Bob Keene of Keene and Keene 
plans to switch local clients from 
kinescope, film, and repeated live 
spots to tape wherever station fa- 
cilities are available. 

“Tape has tremendous _possibili- 
ties for the small advertiser who 
needs the variety of live commer- 
cials, which can’t always be _ pro- 
duced just when you want ’em, but 
can’t afford film,” says Mr. Keene. 
“Production costs kill us! The agen- 
cy is expected to turn out low-cost 
limited-use commercials that com- 
pete in quality with national dis- 
tribution film. Using VTR, we hope 
to trim costs and improve produc- 
tion enough to be much more effec- 
tive.” 

Mr. Keene 


top local 


expects to procure 
talent not available fo: 
“odd-hours” live spots or unwill- 
ing to work under the pressure of 
live production. His organization 
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also is formatting special events 
shows, recorded via taped tv re- 
motes, delayed, and aired on off- 
peak time. The added inducement 
of seeing themselves on television 
will bring greater crowds to the 
events and build audience for the 
pre-scheduled recorded _ telecasts, 
this agency believes. 

> “VTR’ll come along fast, very 
fast!” enthuses Pete Lyman of 
Frederic E. Baker and Associates. 
“For regional accounts, its adapt- 
ability is terrific and it'll be eco- 
nomical. For instance, the bulk of 
Northwest accounts concentrate on 
three areas: Seattle, Portland, and 
Spokane. We will tape three varia- 
tions of a spot and rotate the tapes 
among the three key cities. Then 
we'll bring the tapes home, -erase 
‘em, and shoot new material. No 
stale spots: no dead film piling up 
in the office! Baker will be buying 
a few reels of video tape pretty 


quick-like.” 


>» Video identical in appear- 
ance and operation to audio-record- 
er tape, comes in 2” wide, one-side 
coated, plastic strips on 12”-di- 
ameter reels on which both the 
“picture” and sound are recorded 
electronically. The large reels cost 


tape, 
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$300 and record a full hour. Tape 
can be patched, edited, and erased 
(by magnetic process). It plays and 
records at a standard 15 inches per 
second and appears as durable as 
its sound-only forebearer. 

The sound track of video tape 
can be erased and_ re-recorded 
without disturbing the “picture” 
portion. Deon Routh of Advertising 
Counselors is going to capitalize on 
this peculiarity. 

“For repeated co-op spots in- 
volving a lot of participants,” says 
Mr. Routh, “Ad-Co can video a 
product commercial once and keep 
changing credits to cover all the 
dealers in the audio. For some sit- 
uations, we'll super slides over the 
taped picture for video credits. One 
top personality voice will record 
all the credits in one session and 
we'll dub what we want from the 
audio tape to the audio track of 


the VTR.” 


> “Erasable tape will be a_ help 
for political accounts,’ Donald B. 
Kraft, new manager of Honig- 
Cooper’s Seattle office, points out. 
“We will get our man saying what 
he wants to say and looking the 
way he wants to look without burn- 
ing up reels of film kinescoping his 
flubs!” 


fine typography 


CHICAGO 
LOS ANGELES 


Because tape can “store” any- 
thing that can be televised and re- 
produce it without loss to the tv 
gray scale, the production men plan 
to replace kinescoping with VTR as 
soon as practicable. Availability of 
station VTR units, the chief draw- 
back, soon should be overcome. 


>» Ampex Corp. delivered 13 proto- 
types to the networks in November, 
1956, and started delivery to sta- 
tions of production models one year 
later. RCA-NBC expects to have 
production models (probably with 
compatible color converters) avail- 
able for early Autumn. A number of 
other producers are entering the 
field. No lack of interchange of 
tapes among various firms’ units, 
such as disrupted the long play 
phonograph record industry in its 
early days, is foreseeable. All pres- 
ently planned video tape recorders 
can interchange tapes. 

Before too long, expect to see 
VTR rearing its multiple recording 
heads among your television pro- 
duction problems. The versatile lit- 
tle monster looks very good to the 
agencies of its initial operational 
area. You'll probably find plenty 
of use for it, too! 44 


TV Color Fashion Show 
Uses Traveling Studio 


A mobile color tv studio which 
telecasts closed-circuit fashion 
shows in major department stores 
around the country has’ been 
launched under the joint sponsor- 
ship of the RCA Victor TV division 
and Dupont Fibers. 

Called “Fashions in Color Festi- 
val,’ the traveling tv show is sched- 
uled for department store appear- 
ances in forty major cities during 
1958, with four shows staged daily 
during a four-day engagement in 
each city. 

The Festival mobile unit carries 
a complete color tv camera chain, 
equipment for conducting a closed- 
circuit telecast within the store, six 
RCA Victor color tv receivers to be 
located throughout the store, and 
an operating crew of two techni- 
cians and a master of ceremonies. 

Local color is being injected in 
the appearance through the use of 
“home-town” talent, plus interviews 
and demonstrations of various RCA 
Victor products. 

Pre-promotion of the show in- 
cludes display pieces by W. L. 
Stensgaard and Associates, Chicago. 
The tour was arranged through 
Merchandising Services Inc., New 
York, in cooperation with RCA 
Victor distributors. 44 















Golly, No Derby? . . . Man’s fate if he 
had not been blessed with his brain is 
humorously presented in this color car- 
toon film from Standard Oil, N. J. Film 
designed by ‘‘punch’’ cartoonist- 
satirist, Ronald Searle, and produced by 
Transfilm Inc. 


was 


New Beat Boosts Bud 
In Radio Commercials 


A wailing sax, a new beat and 
liltin’ lyrics combine to give the 
new “Where There’s Life ...There’s 
Bud” spots for Anheuser-Busch 
that “something-special” touch. 

Created by D’Arcy Advertising 
Co., St. Louis, the commercials fea- 
ture vocals by such top song-stylists 
as Eydie Gorme, and are backed 
musically by a hand-picked group 
of 17 musicians and five rhythm 
vocalists. 

Budweiser wholesalers and dis- 
tributors are being introduced to the 
1958 “cool commercials” via a mailer 
of a 45 rpm promotional recording. 
Designed with a record cover that 
looks like a top pop recording, the 
record has five one-minute spots on 
one side and a three-minute instru- 
mental version of the Budweiser 
“Where There’s Life” music on the 
other. Back half of the album gives 
a brief story of the campaign. 

TV representation for Anheus- 
er-Busch in 1958 includes new live- 
action tv commercials as well as 
the Mr. Pettigrew animations and 
special package promotion spots 
for both radio and television. The 
live-action spots were produced by 
MPO Television Films, New York, 
and the animations by Sherman 
Glas Productions, Hollywood. 44 


TV Booklet Tells How 
To Get Mo’ from the Moo 


Getting your slice of the dairy 
dollar, or how to get “moola from 
the moo-cow” is the subject of an 
illustrated booklet from the film 
division of the Olsen Publishing Co., 
Milwaukee. 

Enlivened with a series of clever 
cartoon drawings, the booklet starts 
with a farcical report on the history 
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VELLUM 


Printed in monotone or in four-color process, Sorg’s Brilliant 
VELLUM produces strikingly beautiful printing results. 









On the dazzling, brilliant-white surface of this Sorg Paper, colors 
assume exciting new character, highlights are accentuated, blacks 
are intensified, even type takes on greater depth and dimension. 
See and test Sorg's Brilliant VELLUM for yourself! Call your 
Sorg distributor and ask for swatch books and sample sheets of 
this whitest-of-white printing papers. 















And remember, for business forms papers—from manifold to tag— 
you can specify all your needs from 
one source ... SORG! 
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SORG Stock Lines 


WHITE SOREX ¢ CREAM SOREX « LEATHER EMBOSSED COVER ¢ PLATE FINISH « EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e MIDDLETOWN POST CARD e 410 TRANSLUCENT e No.1 JUTE DOCUMENT 
SORG'S BLOTTING ¢ BRILLIANT VELLUM e REGISTER BOND ¢ TENSALEX e GRANITEX ¢ PARCHTEX 


Offices in NEW YORK e¢ PHILADELPHIA e« CHICAGO ¢ BOSTON e ST. LOUIS # LOS ANGELES 



















































If YOU Are in any 
of these fields... 


Paper 
Printing and Binding 
Premiums, Prizes 









compelling! 






Signs and Identification 
Materials 
Audio and Visual Aids 
and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Sampling and Couponing Photoengraving and 
Typography and Layout Platemaking 
Labeling and Packaging Window and Store Displays 
Radio and TV Production Professional Services 









See Shimmer-Motion at DECHAR Bath 


POPAI Show, Sheraton-Astor Hotel, N.Y.C.—April 15-16-17 | 204-205 
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Advertising in Electronic Color 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on groy 
background. 


No. 72C—-Pad Size 14x17” 
(40 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 814” 
(50 Sheets—1! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pad 
with 24:4" video and 
audio ponels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—1!2 panels on Sheet) 


No. 72B—Pocket Size 8 x 18” 
(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil tine vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘An Encyclopedia of 
Artists Materials’’. 
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for Offset 


Ideas REPRINTS 


Now in its sec- 
ond printing, 
“How to Use Re- 
prints’’ is prov- 
ing a_ popular 
idea manual for 
‘do-it-yourself’ 
direct mail and 
large ad agen- 
cies alike. 


It'll help cut 
printing costs. 


It shows how to 
prepare copy and 
save time. 


it helps make 
printing more 
effective. 


“How to Use Reprints,’ 


to: 


Send your cou- 
pon now and re- 
ceive four ‘ 'Stat 
Tips” a time 
and money sav- 
ing folder’ for 
all your art and 
printing needs! 


*Stat Tips" 


Oe See Eee Ree ee REE E REE REESE SESE SEES TEESE Eee 


Rush FREE copies 


and “ 


NGS) Offset Printers 


123 NORTH WACKER DRIVE, CHICAGO 6, ILL. 
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of milk as related to the caveman, 
and goes on to show the advantages 
of selling the wholesome product 
through tv spot commercials. 

Specifications are given on tv 
spots nationally shown that can be 
sponsored locally, plus a descrip- 
tion of “A Sponsor’s Personal Pack- 
age” from Olsen that offers tailor- 
made dairy commercials. 

A copy is available. 

- +» for more details circle 401, page 121 


New Animated Technique 
Uses Manual Controls 


A new film technique that com- 
bines the lumia art form with man- 
ually controlled instruments has 
been patented by Robert Davis 
Productions, New York. 

Patented under the name _ of 
“Mobilux,” the new technique uses 
designs “masked” on brightly coated 
plastic and steel mirrors. 

Using an intense light for proper 
reflection and hand-manipulation, 
the technique enables the abstract, 
exotic figures to dance, bend and 
gesture in perfect synchronization 
to movement and music. 


> In addition to offering very un- 
usual effects synchronized with ex- 
tra-ordinary fluidity, the Mobilux 
technique also enables a reduction 


in film costs since there is an im- 
portant reduction in the time ele- 
ment. 

Successful applications of the new 
technique include fantasy produc- 
tions for the Ed Sullivan, Kathryn 
Murray, and Eddie Fisher shows 
plus spot commercials using Mo- 
bilux combined with live film for 
well-known agencies including J. 
Walter Thompson, Leo Burnett, and 
Campbell-Ewald. 

Additional details are available 
from Robert Davis Productions, 21 
E. 63rd St., New York. 


Syndicated Film Service 
Described by Sterling 


The possibilities and procedures 
for securing syndication for an in- 
dustrial film are detailed in a new 
booklet from Sterling Television 
Co., New York. 

The booklet introduces a “sus- 
taining program service’ composed 
of the better public service films 
from business, industry and govern- 
ment, plus describing basic objec- 
tives of the service and syndication 
methods. 

A breakdown of the various syn- 
dication plans and specific costs is 
included in the Sterling booklet. 

- . + for more details circle 402, page 121 
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Cosmic Rays Promote TV 


= 


: 


Flashing promotion for Bell System’s tv program, ‘’The 
Strange Case of the Cosmic Rays’’ features an awesome facsimile of outer 


space 


cosmic rays. Display uses one wheel of midnight blue whirling against another wheel 
of luminous printed acetate with flashing light darting through to further the illusion 
Bell used the display for two weeks prior to the show. 





Bright and sharp and clean and clear, 
Deep and rich and subtle; 
Cool and green as a deep lagoon, 


Warm and gold as the heart of summer. 


This is captured color 
Filtered through a four-color process 
And made to carry a message. 


This is the work of Johnson Printing. 


This is more than color. 


It is the work of skilled hands 


2219 Galloway Street 


And of skilled eyes. Color, deep and subtle 
It is the product of excellent equipment. Color. 


It is the work of Johnson Printing 
For facts and figures, write: 
Some of America’s best-known firms 
Know the work of Johnson Printing; 
Call upon Johnson Printing 


When superb color is required. 


For at Johnson Printing 
Pride and Skill are the tools 


And clean, crisp color the goal. 


, Eau Claire, Wisconsin. Phone: TEmple 2-6692. JOHNSON PRINTING, INC. 


Better Printing Through Quality Control 





a, 


GIVING YOU 
DAY-AND-NIGHT, 
ONE-POINT CONTROL 
OVER YOUR PRODUCTION 
FROM COMPOSITION 

TO PLATES AND MATS 


REPRESENTATIVES ON CALL IN SIX EAST-COAST CITIES 
NEW YORK $ MUrray Hill 2-1723 
PHILADELPHIA t WAInut 2-2711 
WILMINGTON § OLympia 5-6047 
BALTIMORE i SAratoga 7-5302 
WASHINGTON 1 
RICHMOND ; 


EXecutive 3-7444 
Milton 4-2771 


The Progress-Hanson-Progressive Group is equipped to handle your 
entire advertising production from the receipt of layout and copy to 
the delivery of plates and mats to the publications via mail or mes- 
senger. (Many of our clients have us buy their photoengravings, too.) 
This gives you the time-saving, work-saving advantage of one-point 
control at all points of the job, 24 hours a day. Typographically, you'll 
have the flexibility of one of the largest selections of Foundry, Machine 
and Photo faces available anywhere. Plates can be metal or plastic 
Progress Plates. Mats, including Pre-Pak R.O.P. Colormats, will be the 
Progress Mats that have been recognized as a standard of quality from 
coast to coast for more than a half-century. Your nearest PHP representa- 
tive can tell you how our three-company team, under one-company 
management, is serving some of the country’s largest and smallest 


agencies. Give him a call. You'll be under no obligation. 


PROGRESS + HANSON + PROGRESSIVE GROUP 


923 Filbert Street, Phila. 7 : 9th & Sansom Streets, Phila. 7 ; 9th & Sansom Streets, Phila. 7 
WAlnut 2-0447* WAlnut 2-5567* ‘ WAlnut 2-2711* 


PROGRESS Piate Making Company HANSON Electrotype Company ‘ PROGRESSIVE Composition Company 


*of course, any of the three can be reached by one call 


° 
THE THREE-COMPANY TEAM UNDER ONE-COMPANY MANAGEMENT 
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By Robert Foster 


Your letter always tells more 
than just the typed message. The 
three principal speakers are the 
paper you use, the way it has been 
printed, and last but far from least, 
the design of your letterhead. To- 
day, with so many from which to 
choose, the selection of a good paper 
should not be too difficult, nor 
should be the engaging of a capable 
printer. However, the choice of a 
letterhead design, which will truly 
reflect your business, may be a 
somewhat more difficult decision. 

There are several aspects of this 
decision which should be carefully 
considered. Doubtless the user will 
first of all desire that the letterhead 
should speak politely. Unfortunately 
all letterheads do not. Some, with 
their uncouth design, only shout, 
creating such a visual disturbance 
that the message of the letter has 
great difficulty in getting through. 

The ill-disguised braggadocio so 
often found in letterheads, as for 
instance the factory in exaggerated 
perspective, or the extravagant 
statements as to the merits of the 
product, are all not only annoyingly 
distractive but also are not in keep- 
ing with our present-day feeling 
for simplicity. Ostentatious display 
This article has been reprinted from ‘’Di- 
rect Advertising,” copyright 1957, and is 
used here with permission. 


more appropriately belongs to a 
somewhat baroque period. 

Therefore one might say that pos- 
sibly the first rule is that today’s 
letterhead should be simplicity. In 
this connection it might be ob- 
served that the inclusion of a badly 
designed or antiquated trademark 
has ruined many an otherwise ac- 
ceptable letterhead design. 


> Nothing will more surely show 
the capacity to assimilate the con- 
temporary feeling than the choice 
of the letterhead. What to the user 
may seem to be quite understand- 
able sentiment or family pride in 
a long established business, is apt 
to have an entirely different reac- 
tion when viewed by the recipient 
of the letter. To him the letterhead 
may only seem stodgy and dated. 

It is well to remember also that 
the more high-styled the contem- 
porary design is made, the sooner 
it will become out-of-date. Over 
the years, due to advances in engi- 
neering, chemistry and production, 
the product, the packaging and the 
advertising are all improved. But 
has the business letterhead always 
been given a chance to keep pace 
with them? 


> Possibly one of the most satisfy- 
ing solutions to this design problem 
is the hand-lettered letterhead. It 
may have either built-up letter 
forms or even have the more freely 


and Lettered 


LET TERHEADS 


For character in a letterhead, there is 


nothing like fine calligraphy, as the examples 


reproduced with this article show. 


rendered calligraphic touch. The 
current revival of interest in the 
broad pen letter has been a most 
healthy influence on our present- 
day forms. Whether the letters are 
executed directly with the wide 
nib or are merely built-up forms 
based on them, the crispness and 
rhythm of the thicks and thins is 
to be preferred to the sterilized 
stiffness of the  ruling-pen-sired 
sans serif type of letter. 

Happily the present trend in let- 
tering is toward this more rhythmic 
feeling rather than in the direction 
of the typefaces. Along with its 
obvious vitality, which is an in- 
herent characteristic of the lettered 
forms, there is also the added ad- 
vantage that the copy can be de- 
signed as words, or even groups 
of words, as against the definite 
disadvantages of type, which of 
necessity is designed as individual 
letters. 


> Legibility is not the only test of 
readability. There is also such a 
thing as making the words some- 
thing you want to read, and good 
lettering can be a delight to any 
appreciative eye. There is always 
the admitted appeal of the hand- 
created letter as against the ma- 
chine-made type. 

In the midst of our mechanized 
world, the still human eye will 
naturally respond to the hand- 
wrought thing, and the hand-let- 
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essential art tools... 


Use X-acto replaceable-blade 
Knives wherever a surgically 
sharp edge is required...for Sten- 
cils « Friskets + Silk Screen 
Retouching *« Mat Cutting + Mon- 
tage « Etching « Scratchboard 
FREE! Buying Guide for 
Gp X-Acto Artist Knives, 
Tools Art and Craft Sets 
48-45 VanDam Sweet, L.L.C. 1, N.Y 


Get Big Results with Low Cost 


JUMBO FLASH CARDS 


Now there are 33 of these big (5!/ x 7) 
mailing cards—pre-printed with colorful 
border art—to give your messages high- 
octane selling power at amazingly low 
cost. Get FREE samples. 


THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 


Send Jumbo Flash Card designs to: 


 —_ 
_ 
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Mary Reynolds Babcock Foundation 
‘Reynolda, North (anlina_ 


Paul Standard 


Freeman Craw 


INCORPORATED 


Commission on 
Mathematics 


P.O. BOX 592, PRINCETON, N. J 


“— 


Zenith Almimnm@ 


Walt Harris 


tered letterhead will give not only 
individuality, but also a design 
which is inviting to the eye. Due 
to the individual approach of the 
letter designer, the possible forms 
may range from a relatively tight 
style to a technique which is as 
spontaneous and free as is feasible 
to reproduce. 

And you are not limited by the 
typeface which may happen to be 
in vogue at the moment, or those 
available at your typographer or 
printer. As to the layout, it is well 
to remember that the possible 
variations of a symmetric layout 
are much more limited than the 
almost endless possibilities of the 
asymmetric approach. 


> From a reproduction standpoint, 
possibly the simplest procedure is 
to letter the entire letterhead. How- 
ever, as it is frequently desirable 
to keep the secondary copy smaller 
and relatively less conspicuous, that 
part of the layout is often in some 
small, impersonal type, sometimes 
at the bottom of the sheet. This 
procedure does have the advantage 
of simplifying any changes which 
have to be made at some future 
date in the copy, as these alterations 
invariably occur in the secondary 
copy. 


> When designing the letterhead, 
careful consideration should be giv- 
en to how it will look after the 
letter has been typed. The appear- 
ance of the letterhead up to this 


Ammonium -Potassium-Sodium Alums -ex 332 RIVERTON ST. ELLISON. OHIO 


point is relatively unimportant. The 
real test is when it is typed. As 
the letter normally starts with a 
typed mass at the top left of the 
sheet, it is frequently advisable to 
balance this with a mass of the 
printed design at right of cen- 
ter. In this way, the typed letter 
becomes a balanced whole. 

We show several examples where 
this point has been considered. If 
a symmetrical layout is used, it 
will often be found possible to tie 
it in optically with the top margin 
of the sheet and thus become one 
with it. This will give the minimum 
distraction from the message on the 
sheet. 

A letter typed on a letterhead 
whose lettering reflects the crisp- 
ness of the paper is assured of a 
favorable consideration for its mes- 
sage. We will show a number of 
examples of letterheads which 
graphically demonstrate the points 
under discussion. 


e All of the Mary Reynolds Bab- 
cock Foundation letterhead has 
been written by Paul Standard of 
New York. The double line name 
and the linked monogram have been 
executed with a split pen, with the 
latter printed in a deep red. As will 
be noted, this accent has been 
placed flush right. 


e The example by Freeman Craw 
of New York has the Commission 
on Mathematics in red, with the 
address in small type printed in 
black. The swash of the initial let- 





ter crossed by the vertical hair 
rule in black is a happy touch. The 
whole typographic mass was placed 
to the right of center on the sheet. 


e Zenith Aluminum Company de- 
sign was lettered by Walt Harris 
of Boston. The company name is 
rendered quite freely, while the 
smaller products and address line 
are done more conventionally. The 
Z is as it comes from the broad 


nib pen and not as it is normally 
faked. 


e The next three examples dem- 
onstrate the skill and versatility of 
Raymond DaBoll of Newark, Ar- 
kansas—sometime of Chicago. The 
address (Newark) of the Journal 
Printing Company is used to ad- 
vantage by showing the 
weather report being brought to 
Captain Noah. The illustration of 
this well-known event is in red and 
is placed in the right margin. 


¢ A more informal example has 
been written by DaBoll for the 
Alaskan Voyagers. A totem pole is 
used at the right as a vertical sep- 
aration and the feeling of informal- 
ity is maintained throughout, even 
to the use of nickname of the guide. 
This approach was most appropriate 
for the subject. 


latest 


e The not quite symmetric, but 
still somewhat classic design for the 
Printing Industry of America has 
several unusual touches beside the 
well placed device. The command- 
of-hand flourishes on the initial P, 
the extended stroke of the final a 
which encloses the Inc. and the 
placing of the telephone number 
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SRY 


Journal Printing Company 


Producers of Creative and Direct Mail Advertising 


ALASKAN VOYAGERS 


¢ Robert S 


Fal 


Turner, Director 


preceded by a {, are all the touches 
of a master. The three main lines 
are optically separated by being in 
three tones of black—the large 
italics, the letter-spaced capitals and 
the more tightly fitted small italics. 


® Oscar Ogg of Connecticut let- 
tered the flush left letterhead for 
William Sloane Associates and 
placed the silhouette griffin device 
towards the right. For contrast and 
variety, three letter forms have 
been combined. 


@e The John Parker design is the 
combined effort of Bill Actor of 
Hollywood, who did the typography 
and printing, and Egdon Margo of 
Sherman Oaks, California, who did 
the calligraphy. The secondary copy 
is kept in a small, impersonal type, 
which plays up the very distinctive- 
ly written name. Note how the 
word Productions is letterspaced so 
that the ends line up with the verti- 
cal strokes of the initial J and the 
final r. Printed in gray only. 


e The personal letterhead of the 
dancers, Marge & Gower Champion, 
has also been written by Egdon 
Margo. It is printed in a _ bright 
orange vermilion on a pale gray 
stock. The three words have been 
given great vitality and have a 
character impossible to achieve in 
any type face. The layout is slightly 
off-center. 


@ The ffi mark, in red, rather dom- 
inates the letterhead, by the author, 
for Franklin Field Illustrated. The 
name and the double dashes are in 
red. The device is so placed that 


it could be the dot over the I in 
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Newark, Arkansas 


Telephone Pligrim 6-3223 Raymond DaBoll 
i") - qrm Oden 


495) MEPMERSONM STARLET 
$7. LOUIS, MISFOUR! 


Raymond DaBoll 


Printing Industry of America’ 


oe CL ETTTER PRESS 


LITHOGRAPHY 


GRAVURE AND ALLIED INDUSTRUES 


——~—> National Headquarters 719 Fifteenth Street N.W., Washington 5, DC 
1 g 


Raymond DaBoll 


Clearance! 


GRAB BAG 


CLIP BOOK 


ART $4 


REGULARLY $10 


Line art, tone art, letter- 
ing, continuous tone prints! 
Odds and ends, dog-eared 
corners, overruns and _ re- 
jects, but all guaranteed 
usable. A gold mine of 
ready-to-use art. Regularly 
ten times the price. On 
sale only while they last 
and to introduce our art 
services to mew customers 
only. Sorry, only one to a 
customer, and strictly cash 
with order. Your dollar 
promptly refunded if not 
delighted. Enough art for 
dozens of newspapers or 
trade paper ads, circulars, 
bulletins, house organs, di- 
rect mail. Quantity limited. 
Order today! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


FAITHFUL 


TRADEMARK 


REPRODUCTION 


IN ILLUMINATED 


DR 


PLASTIC 


SIGNS 


signs of 
success 


Knoxville,Tennessee 
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‘GLOSSY PHOTOS 


William Sloane Associates, Inc. Publishes 
IN QUANTITY ae 


425 FOURTH AVENUE NEW YORK 16, N.Y- wm Mirray Hill 5-86.48 
Oscar Ogg 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ess. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 
PRICE LIST 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. A-4 3 Telephone: MI chigan 2-5651 
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REALLY 


charms 
prizes 
letter gadgets 
giveaways 
premium 
cute gifts 
package 
enclosures 


_—_ jack 
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S =. knife 
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exact in every detail 
iting to use. , these minia 
jon by GRC'S exe 
INTERCAST 
brass plated. 
jal small parts 1 
pecial bulletin 
Write, wire, phone TO- 
DAY for samples of GRC 
miniatures and prices. 


GRIES REPRODUCER CORP. 
World Foremost Produces 

3 Second Street, 
NEw Rochelle 3-8600 


f Small Die Casting 
New Rochelle, N. Y. 
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4 i Tl cise 
pPeoouctrions 


Bill Actor & 
Egdon Margo 


Egdon Margo 


FRANKLIN 


Robert Foster 


Field, and its center, along with the 
I, creates the left margin for the 
secondary copy. The two bottom 
lines have been done in simpler, 
smaller letters, and their placement 
throws the weight to the right. 


® George Salter’s design for the 
Book Jacket Designers’ Guild is an 
excellent example of freedom, 
which is always under control. The 
writing is in deep red, with the 
intriguing mark in very dark blue. 
The design has been placed so as 
to leave the larger margin on the 


left. 


George Salter 


89'S SUNSET BOULEVARD 


* MOLLYWOOD 46 + CALIFORNIA ~ CHEST YI 


FEEL HS tkeivsTRartreod 


WEIGHTMAN HALL #@ THIRTY-THIRO € LOCUST STREETS 


PHILADELCPH TA 4H PENNSYLVANIA 


@ In the second example by Walt 
Harris, for the Beverley Taxpayers 
Association, the repetition of the 
word Beverley is relieved by the 
first one being made larger, which 
has the added advantage of allow- 
ing it to dominate the design. The 
almost equal thickness light italics 
contrast nicely with the decided 
thicks and thins of the capitals. The 
copy is well grouped. 


e The simple, symmetric letter- 
head for the magazine Handweaver 
& Craftsman is printed in a light 


[Book Jaket Design rers Cuilo- 


EVERLEY 


TAXPAYERS’ ASSOCIATION 


( Hfice of the Secretary 


Walt Harris 


Robert Foster 


31 Gifford Street BEVERLEY 


Handweaver € Craftsman 


(¢ arleton Monroe Wrns! OW, ALA 


Bill Actor & 
Egdon Margo 


9}04 SANTA MONICA BOULEVARD + 


ARCHITECT 


BEVERLY HILLS + CALIFORNIA + CRESTVILW 42574 * BR 





blue. The rather freely rendered, 
wide nib forms are quite similar 
to those used on the publication’s 
masthead. Designed to have the 
secondary copy at the bottom of 
the sheet. This letterhead was writ- 
ten by the author of this article. 


@ Another California 
by Margo and Actor 


collaboration 
is for the 


Neat Sweets... 


architect Monroe Winslow. The 
restraint of the design is reflected 
in the warm gray in which it has 
been printed. The somewhat de- 
tached, full measure bottom line 
of the secondary copy has the feel- 
ing of a rule. 


> And now—have you taken a look 
lately at your letterhead? 44 


Family Theme, Special Appeal 
Linked by Lollipop Logo 


It’s one thing to design a family 
of boxes, all of which should look 
alike. It’s another, and more dif- 
ficult, thing to design a family 
which should all look different, 
yet still bear a family resemblance. 
This was the task assigned Walter 
Landor and Associates, San Fran- 
cisco, by Brown & Haley, Tacoma, 
Wash., manufacturers of candy. 

The old packages used by Brown 
& Haley had been added to the 
line at various times through the 
years, and other than the use of the 
name, bore no family resemblance. 
In the battle for shopper prefer- 
ence, the customer familiarity with 
one of the assortments did little to 
help any of the others. 
> The Landor design organization, 
after an intensive study of the 
problems inherent in the retail 
merchandising of candy, set forth 
a five-point program for the re- 
styling: 


1. Develop an_ over-all 
sparkling visual impact. 


fresh, 


2. Inject into each package an in- 
dividual personality to appeal to its 
specific market without destroying 
Brown & Haley family identifica- 
tion. 


3. Convey to the consumer the 
superiority of the product, the 
wholesomeness and pureness of its 
ingredients, stimulating his sweet- 
tooth. 


4. Develop a package which would 
create a powerful attention-getting 
pattern when stacked in mass dis- 
play. 


5S. Create a design that would re- 
produce well and be readily adapt- 
able to all forms of visual adver- 
tising and promotion. 


> The first step was to create a 
theme which would tie the pack- 
ages together, serving as a power- 
ful trademark to clearly identify 
the Brown and Haley line. After 
experimenting with more than 50 
different symbols related to candy, 
the Landor design group used a 


| | 
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| NOW —a better easel 


{ 
for PRESENTATIONS | 
CONFERENCES | 
SALES MEETINGS | 

and many other uses j 


sturdy 
‘=! 


e 


Sturdy aluminum easel stands firm and 
steady. Mounts pads, sheets, cards, flip- 
overs on 27” x 36” work surface. 


versatile 


Work sitting or standing. Easel adjusts 
easily to any height up to 72”, with auto- 
matic position hold. No tools needed. 


light 


Closes quickly and easily to 29” x 45”. 
Light weight (less than 12 Ibs.), easy to 
carry, set up anywhere in seconds. Desk 


model also available. 
am 


Send coupon for a 
illustrated brochure CHARTS PAK, 


—_ = = ost ae at a 


CHART-PAK, INC. o~ 
536 River Road, Leeds, Mass. | 


Please send brochure and full details of | 
Chart-Pak Easel. 


Name:.--. 
Title 
Company 
Address. 


City Zone State 
.. ——— a a a oe 
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a Co re [ [ Italic 
Superseded Designs The old boxes, 


with their variety of design, didn’t look 
[| like the product of a single manufactur 
O rne . « ea new Fotosetter type style. er 


Clean, compact, easy to read, functional . 
device that looks something like a 


for offset, letterpress and gravure lolli . , " a 
pop tied to the package by a 
O Point Cornell 


work. A good, close-fitting type. Ideal colorful twisted ribbon. This is used 


for text: perfect for book use where on the upper left hand corner of all 
C ll six packages. 
orne While this symbol is used con- 


4 Point space is at a premium. 


sistently, it was recognized that 
18 Point Cornell Specify Cornell in the near future. each of the packages was meant to 
appeal to a different group, and the 


design was styled to reach the most 
and letter perfect repro proofs can be... likely prospects. 


You'll see for yourself how clean, sharp 


pont Cornell 


Cornell Fotoset by Warwick. e Fruit and Nut. . Designed to 


attract young people, the package 
is in rich brown chocolate and nut 
tones plus brilliant red and blue 
fruit colors against a clean white 
Type styles shown in Warwick's new and yellow background. 


Cornell 


ki * Cornell is but one of many Fotosetter 
i Pomt Cornell 


Cornell Photographic Type Book. A request e French Creams... Appealing to 
Cornell on your letterhead brings it the cosmopolitan urban _popula- 
to your desk. Write Dept. SB-33. tion, this uses tiny gold fleurs-de- 
lis on a silver-pink pastel back- 
oe ground with the name in a fancy 
frame of white. 
6 Point 
e Mary Ann... This assortment 
is merchandised as a price item 
and has been given an air of good 
WARWICK TYPOGRAPHERS 1c old-fashioned homespun quality. 
920 Washington Ave. «+ St. Louis 1, Mo. An over-all flower pattern in yel- 
Phone CEntral 1-9210 low, turquoise and purple lends an 
air of cheer and wholesomeness. 
SERVING CLIENTS IN 40 STATES, CANADA, MEXICO AND CUBA e Medley of Sweets ie With a 
more refined treatment, this is 
styled to attract the woman shop- 
per. A repeated pattern of harps 
suggests a melodious graceful 
quality. Against a salmon _ pink 


: background, the brown tone and 
$ $ $ $ $ To start getting your share of the gold harps reflect the goodness 
A e e of the contents. 
VORUBERG | || «reise ces. rca 
° of the line, it is styled as the epi- 
Requirements tome of elegance in its classic sim- 
plicity and restraint of design. The 
° onge combination of a formal Spencerian 
sales power in the $3 billion script, a white background and 
advertising-production-merchandising blind embossed crowns in white 
: contrasting with the royal glow of 
market, call your AR representative today. 


gold and purple dramatically con- 
veys product superiority. 
Advertising Requirements, 200 E. Illinois St., Chicago 


e Gift Package .. This has been 
* ar «+ April 19538 





designed to be universally accepta- 
ble, not only as an anniversary of- 
fering but as a gift for a very im- 
portant date. While impressive as 
a formal gift, it also conveys a 
smart contemporary spirit. 


> Styling of the Brown and Haley 
packages offers an excellent ex- 
ample of the value of design follow- 
through on an entire line to ensure 
that each item is effective by itself, 
and that the over-all design theme 
is carried out for each product and 
each package. 


Satisfactory as the packages 
may be to the designer, the real 


test is in the market place. And 
first reactions have been excellent. 
According to H. Paul Carter, Brown 


& Haley’s sales manager, “If any 
Brown & Haley executive had 
doubts about redesigning our old 


and somewhat antiquated pack- 
aging, they were quickly dispelled 
by the enthusiastic reception ac- 
corded the Landor-designed pack- 
ages by our brokers and _ sales- 
men.” 44 


‘Typesetti ng 


by Specialists 


\ simple posteard, an exacting 


GE Puts Sparkle Into space ad, a brochure, catalog, annual 
uU 
Dull, Dry Parts Catalog report 


anything requiring the services 

In line with the new trend to- of firms that set type—should be pro- 
ward sprucing up packaging, trade- duced more satisfactorily if vou consult 
marks and point-of-purchase dis- ee 
plays, catalogs, too, are coming in 
for their share of face-lifting. 

In designing its new point-of- 
purchase catalog for high fidelity ; co 
components, General Electric Co. setting specialist. 
considered the efforts of its layout 
artists as important as the listings of 
products and specifications. 

Pages of the new GE hi-fi cata- 
log are really individual four-page 


vour typesetter early in the planning 


stage and if you work with a_ type- 


Efficiency and specialization go 


hand in hand. You cannot afford to 


folders, each devoted to a separate ignore the economic sense of using the 
hi-fi component product. Each fold- services of specialists in. typesetting. 
er has its own individual cover de- 
sign, in color, illustrating (1) the 
product, (2) the cover of a classical 
record album and (3) an artist’s s ‘“ ; : 5 vrs ; 
pictorial impression of the music in 121 U.S. and Canadian cities pro- 
gaging folder on Gen vide a variety of typesetting and related 
> Cover e = 4 7vene 

eral Electric’s VR II cartridge, for Look for 
instance, has an illustration of the this Emblem 
product, the album cover for 
Stravinsky’s “Firebird Suite” and 
a two-color drawing of an artist’s eee manpower resources are always at 
impression of the music. susie sieaieiiianiiéel 

Inside spreads of the folders get : 
down to facts with listing of prod- 
uct specifications, dimensions and 
characteristics. But this, too, is done 
in a manner designed to please the 
mighty consumer eye. Charts and 
cutaway drawings, in four-color re- 
productions, add relief to the pres- 
entation of dull, dry facts. 

The folders are punched for filing 


Member firms of this association 


services for the advertising and graphic 


arts industries. Their equipment and 


INTERNATIONAL TYPOGRAPHIC COMPOSITION ASSOCIATION 
1O15 Chestnut Street « Philadelphia 7. Pa 


“6 & O22 OOO eS 22 


SOCSCRPSCOCGC*VCSCCOBPOSOCHOTCSOCOOSBEOVOSOOVS COR OOO 8 8 8 
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Have fun | GREY HOUND 
mona JOUR 


yy ° ? 
Sb Attractive 
Advertising ox sixes 


cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: | Take 


advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


Ue eae 


MOUNDS, ILLINOIS 


U. S. PATENTS 2816377 CAN. 549499 


tht 


ssors and Paste Pot art service that dares 
erent. Ideas, alone, in each issue are 

y times the small monthly cost. Big 
ke Prudential, U.S. Steel, 

bscribed repeatedly for 


to cover cost 
of packing and mailing 


vill bring youa. 


ssues sell for$20.00. The 


is of extra dollars 


sample, yours 

an make you hunare 
yo se but a single idea. Besidesthe sample, 
y wl receive an un 
ductory offer 


Attach one 


ssually attractive intro- 
bligation. No salesman 
Jollar to letterhead and mail today 
to Multi-Ad Services, Inc., 126 Walnut Street, 
Peoria, Illinois 


Next Month's ‘Best’... 


An Adman’s Portfolio 
of Typefaces 


112 + ar «+ April 1958 
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in a hard-cover loose-leaf binder. 
To date, seven folders have been 
produced. They were developed by 
Vince Mastropaul, GE art director, 
and Frank Mayo, supervisor of 
creative art, Monogram Art Studio, 
New York. 44 


New Catalog Displays 
Fotosetter Typefaces 


Comprehensive showings of type 
faces for the Fotosetter photograph- 
ic typesetting machine are repro- 
duced in a new 224-page catalog, 
“Fotosetter Type Faces,” published 
by the Intertype Co., Brooklyn, 
N. Y. 

The book includes showings of 
161 basic fonts of 6, 8, 12 and 18 
point Fotomats in their respective 
size ranges. Also displayed are 
leaded copy blocks in machine-set 
sizes from 4 through 54 point, and 
enlargements in selected faces 
through 180 point. 

Detailed information includes up- 
per and lower case alphabet lengths 
for each size and face, characters 
per pica, kerning and swash char- 
acters wherever available, points, 
figures and supplemental characters. 
Additional information includes a 
description of the Intertype Foto- 
setter, its products and advantages, 
and suggestions for ordering Foto- 
mats. The catalog includes data on 
Fotosetter lenses and maximum line 
lengths, keyboard diagrams, utility 
characters and grocery ad composi- 
tion utilizing 8, 12 and 18 point 
Fotomats. Also shown are several 
exclusive Fotosetter connected script 

44 
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Picture Takes Over . 


‘Packaging Parade’ Adds 
A Gatefold Cover 


When Packaging Parade intro- 
duced a new page size and format 
recently, the magazine accomplished 
a third and greater innovation with 
the addition of a gatefold cover. 

It is the first gatefold cover ever 
to appear on a business publication, 
according to Haywood Publishing 
Co., Chicago, which publishes the 
magazine. Upon its introduction, the 
three inside pages were sold as ad- 
vertising space. In subsequent is- 
sues they will be used to present 
a summary of the issue’s editorial 
content and highlights of outstand- 
ing editorial features. 

M. Ohm. Pottlitzer, editorial di- 
rector, cited two distinct advantages 
of using the gatefold in this man- 
ner. It increases the attention value 
of the magazine and_ stimulates 
greater reader interest by sum- 
marizing editorial features at the 
very front of the book, he said. 44 


Offers Free Pre-Ruled 
Forms For Printing Jobs 


Pre-ruled forms designed to ease 
planning and paste-up of most types 
of printing jobs are available with- 
out charge from Line & Tone As- 
sociates, New York specialists in 
printing design and production. 

The forms are printed in non- 
photographic blue and are offered 
in limited quantities on paper or 
card stock. Also available are typ- 
ing sheets which function as auto- 
matic casters and standard 
for business reply cards. 


forms 


- . . for more details circle 424, page 121 


. » A new cover for ‘’Concrete’’, designed by Butler Typo-Design 


Research Center, retains a suggestion of the old block-based pattern in the corner, 
near the logotype. The new design, with its large single photo, makes a frank bid for 


the dramatic impact of a newsstand cover. 






























PENINSULAR DID because a customer asked 
for a stock with "carnival atmosphere." 

Now, you may not need color flakes in your 
stock, but whatever your special require- 
ments may be, chances are Peninsular flex- 
ibility can give you just what you want. 





ANY COLOR... MANY FINISHES... and practically any size or 
weight is available through your Peninsular Merchant. 
For instance, you can start with any Peninsular stock 
line (like famous Tuscan, Snoweave or Zamora) and have 
a special weight or size made without penalty on orders 

of only 2000 pounds. Special commercial-match colors 

and made-to-order finishes are yours with little or no 
penalty cost in 5000 pound minimum. 






GREY BOOK SERVICE from Peninsular 


Merchants offers you an opportunity to see, 
feel and consider almost 1000 special stocks 
that have been made by Peninsular. This 
amazing array of special stocks is merely a 
guide to the possibilities ... actually, the 
only limitation is your imagination. 








WHEN YOU WANT PERFECTION, CALL 
YOUR PENINSULAR PAPER MERCHANT 
FOR GREY BOOK SERVICE ! 


TUSCAN e ECONOMY e ORKID ¢ DUPLEX ¢ BERMUDA e ZAMORA 
PAB e¢ TWIN TONE « ANGELO e WOLVERINE « SNOWEAVE 









PENINSULAR 


Cover ars 






Stock specialists for over 9° Y° 





PENINSULAR PAPER COMPANY «+ YPSILANTI, MICHIGAN 


OFFICES: NEW YORK e BOSTON e 





BESSEMER, ALABAMA e KANSAS CITY, MISSOURI © SAN FRANCISCO ¢ LOS ANGELES 
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Hero of the Film . 


. The chief character in this promotional 
film was the new Willys FC-170 truck, whose ability to handle 


Naar a = 


Me De aE 


itself on rough terrain was its main selling point. The produc- 
tion crew hunted up difficult locations all around Toledo. 


Willys Weekend Film 


What would you do if you 
were asked to make a 
movie about a truck model 
that hadn't even started to 
roll off the assembly lines? 


By J. Murray Powers 


What happens when your com- 
pany wants to produce a color film 
announcing a new product? You 
call in a professional movie making 
firm of course. Then when you find 
that the average quote for such a 
film is computed at roughly $1,000 
a minute, you shelve the project be- 
cause you just don’t have an extra 
$10,000 in your budget. 

Such was the case at 


Willys 


When this article was written, Mr. Pow- 
ers was Manager of Advertising and 
Sales Promotion for the Willys-Over- 
land Sales Corp., Toledo. He is now 
with Grant Advertising Agency, New 
York. 


Overland Export Corp., Toledo, O., 
when they recently brought out a 
completely new four wheel drive 
truck, one so radically different in 
style that management thought a 
movie was necessary. However, the 
eternal advertising 
money in the budget. 


problem—no 


> During the course of discussions 
between the vice-president in 
charge of sales and the advertising 
manager the topic of a movie came 
up several times. One particular 
conversation went like this: Do we 
have a company photographer? 
Yes. Can he shoot movies? Don’t 
know. Let’s ask him. He could or 
at least saw no reason why he 
couldn’t. The parent company did 
have a 16mm Bolex in its photo 
lab equipment. Now, could the ad 
manager write a script? Why not? 
Give anything a try once. 

From that moment on the photo- 
graphic department and the export 
ad manager worked hand in hand 
gathering cost figures and details. 
First expenditure, a three cent 
stamp on a letter to the Calvin Co. 


in Kansas City, Mo., for a list of 
charges in the lab work involved 
in processing such a film. Second, 
about $64 worth 
Kodachrome. 


of Commercial 


> Script writing took the form of 
first, a story outline to make sure 
everything we wanted to say about 
the new truck was covered. Then 
the facts were arranged in the logi- 
cal order. From then on we took 
more than just a casual viewer’s in- 
terest in movies, both at the theater 
and on tv. We worked out what we 
thought were the best ways to 
portray the various features, keep- 
ing in mind that the company’s 
equipment consisted of only a cam- 
era, a rented zoom lens, one tripod 
and a light meter. 

Visions of Cecil B. DeMille and 
Stanley Kramer productions kept 
running through our heads while 
still trying to keep within the scope 
of our own limitations. 

Finally, a shooting script was 
written and approved. Legal de- 
partment and engineering also put 
their “o.k.” initials on their copies 
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You Get Things Done With 
Boardmaster Visual Control 


Gives Graphic Picture of Your Operations 
—Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


Made of Metal Compact and Attractive. 
Over 250,000 in Use 


Complete price °49°° including cards 


24-PAGE BOOKLET NO. R-500 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N. Y. 


heep 
Top Brass 
informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity * Subject Research 
« Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WAbash 2-8419 


\Y 


magic! 


See Shimmer-Motion at DECHAR) Sth 


POPAI Show, Sheraton-Astor Hotel, W.Y.C.—April 15-16-17 | 204-205 


in AR for April... 
How TvB Stages a Meeting 
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of the script. This script took the 
usual form of two columns. The 
left hand side of the page described 
the action and the right hand gave 
what we called the “theme of nar- 
ration.” 


> By this time we had received our 
estimates for production costs and 
found to our amazement that it was 
going to be possible to have the first 
print delivered, in color, with voice 
and music for less than $1,000, just 
one tenth of what the first estimate 
had been for a ten minute movie. Of 
course the $1,000 a minute figure 
guaranteed a polished professional 
job. Our figure didn’t guarantee 
anything. Management however, de- 
cided to gamble the out-of-pocket 
$78.47 for film and processing, and 
the salaries involved, withholding 
approval for the final production of 
the movie until they had seen what 
we had actually shot. 

The next problem was getting a 
vehicle. This particular model ex- 
isted only in an engineering proto- 
type. The design was frozen, but the 
actual trucks had not yet started 
to roll off the assembly lines. There 
were two models, one standard and 
one deluxe, and both were being 
used every day by the engineering 
department. 

To add to the problems, even 
though management had not given 
their go-ahead in the production 
of the film, they had set a four- 
week deadline if the shooting was 
successful. The engineering depart- 
ment said they would be glad to 
cooperate. We could have the new 
vehicle for one week-end! The 
books we had used as reference 
said to shoot between ten a.m. and 
four p.m. for best results. This gave 
us just twelve shooting hours in 
which to complete the film. 


> Location was another problem. 
The basic sales pitch for any ‘Jeep’ 
vehicle is four wheel drive and to 
demonstrate that you need steep 
hills, mud, and rough rugged coun- 
try. Finding a hill in northwestern 
Ohio is like looking for water in 
the Sahara. The flat farmland 
stretches out like a table in all di- 
rections for miles and miles. 
Finally permission was granted 
to use a quarry in the Toledo area 
for the main location. If we couldn’t 
find hills we would use a man-made 
hole and photograph the vehicle 
coming up out of it. This terrain 
was perfect with lots of broken 
rock, abandoned railroad 
and wild overgrown ground. 
We did quite professionally sort 
out the shots we needed with re- 
spect to location and ease of shoot- 


tracks 
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EIGHTEEN STYLES 
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CUTS TYPE COSTS 
AS MUCH AS 90% 


Save up to 90% over ordinary 

type methods on jobs for off- 
set, Zincs or silk screen. 
This entire ad was "set" by 
a stenographer with Fototype 
for heads —body copy typed on 
Justi-Type Stretchable Paper. 
Write today for free 64-page 
type book showing 300 styles 
and sizes. 

FOTOTYPE INCORPORATED 

421 ROSCOE STREET. CH 


hea 


Got Something 

Special in Paper? 
You can place a sample in 
the hands or 21,000 Ad- 
vertising Management 
men with an insert of your 
own stock in AR. Com- 


plete with sales message, 
too. 


Advertising Requirements 
200 E. Illinois St., Chicago 





ing, so that we wouldn’t be travel- 
ing all over the Toledo area 
wasting precious time. Also with 
this being the only vehicle in ex- 
istence, we had to treat it with kid 
gloves, making sure that it was not 
damaged or scratched and at the 
same time making sure that the 
footage we took was. authentic 
enough to demonstrate the product. 

For actor-drivers we used a 
couple of young men from the sales 
department who knew how to han- 
dle the truck. Each shot was care- 
fully lined up and one run-through 
for practice was made before the 
actual shooting. This gave the com- 
bination director-producer-script 
writer a chance to see if the scene 
would show exactly what we 
wanted to show and it also gave 
our photographer a chance to see 
if the whole scene would fit into 
the camera. 


> One by one the scenes were shot, 
using a note pad and grease pencil 
in lieu of a slate. Once or twice 
the vehicle might stall during a 
scene or perhaps the cameraman 
might decide that the scene didn’t 
look right, but other than that we 
planned to keep every scene we 
shot. We couldn't afford not to. 
At noon it started to rain and 
that cancelled the shooting for the 
rest of the day. We had approxi- 
mately one third of the film shot. 
On Sunday am. we were back 
at the quarry in the middle of a 
beautiful fog. It was nearly noon 
before the sun had burned it away. 
Now we were really pressed for 
time. Fortunately all of our re- 
maining shots were in_ locations 
within a mile radius. Shooting as 
fast as the film would speed 
through the camera we checked the 
scenes off one by one. We cautious- 
ly watched the footage indicator 
hoping that after we had what we 
considered sufficient footage we 
would have enough to stretch out 
into a ten-minute film. For a while 
we were afraid that we would end 


When does the main feature start? 
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MEET THE King OF 


CORRUGATED 
PRINT DESIGNS 
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DISPLAY DIVISION 
THE REYBURN MFG CO., 
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POPAI 


SHOW 


*SHERATON 
ASTOR HOTEL: 
NEW YORK CITY 


APRIL 15 THRU 17 


Also included in this showing will 
be some sparkling silk-screen dis- 
plays. Be sure to stop by and see for 
yourself why more advertisers are 
using Reyburns for superior point- 
of sale material. Our salesman will 
be happy to show you the complete 


ROYERSFORD, PA. line. 


ADVERTISED IN LIFE 


Twin-Wire Binder with Russ- 
hide covers. No. 33-B11. 
Capacity 20 to 60 inserts. 


WRITE FOR 


COOKS’ INC. 
BLACKWOOD, N. J. 


EXPORT: LANGSAM CO., 
5 Beekman St., New York 
38, N.Y., U.S.A. IN CAN- 
ADA: PRESTON-NOELTING, 
LTD., Stratford, Ont. IN 
DALLAS, TEXAS: 129 
Leslie Street 


Streamline your sales presentation! Use Ful-Vu — 
the slim — trim and efficient twin wire binder. 
Ful-Vu binders with transparent window 

sleeves glamorize — dramatize any sales presen- 
tation . . . survey ... photograph . .. chart... 
catalog sheets, etc. Top notch salesmen use Ful-Vu 

to sell more through better presentation impressions. 
Ful-Vu twin wire binders are slim, compact 

(bulk of ordinary ring is eliminated) — trim, easy 
turning (sparkling window sleeves sail 

over wire loops—no catching or tearing) — efficient, 
(20% less in cost than ring binders— 

does the job better). 

Make better presentation impressions — with 


Ful-Vu 


ay 


“Economy” Twin- 

Wire Binder with 
Russhide covers. No. CB. 
Capacity 12 to 30 inserts. 


“Compacto”’ Twin-Wire Eas- 
el Displayor. No. 33-BD85. 
Capacity 20 to 60 inserts. 


SALES LITERATURE OR SEE YOUR DEALER 


Please send Ful-Vu sales literature to: 
Ne i ialas ec casa cncacaed eons Title 
Company ..... 

Address ..... 

City and State 
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TON LL 
MOTION 
in sales... 


And add interest, 
Pie Le eet 
NTL me ele at ne 
simple, if you do as 
many successful 

Ta iadillileit te Mal ha 
done... contact 
Vue-More. Our motion 
ree ar ea ul: 
ingenious, effective 
and economical ways 
oT MA me ele ar) 
through motion. 


VTS iM lett te ails 
NEW catalog describing 
the complete line of VUE- 
MORE display turntables 
and motion mechanisms. 
Write for your FREE copy 
Toole hm 


See unusual ideas in motion 
at the PO PAI Show 
April 15-17 
Hotel Sheridan-Astor BOOTH 107 


VUE-MORE CORPORATION 


A Division of BREVEL PRODUCTS 
601 WEST 26th STREET ° NEW YORK 1, N. Y. 





An ordinary ring binder that we have made into a valuable 
selling tool . . . it sets-up and takes-down in split seconds. 
Its simplicity makes its inexpensive. Carried in stock. Also 
100s of other items. 


SEND FOR FREE FOLDER! 


Ss f 7 bs Vue 1708 WEST WASHINGTON BLVD. 


CHICAGO FEZ, LTE ETS 
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up with five-minute titles. 


> Ignoring the advice to stop shoot- 
ing at four in the afternoon we 
kept on until we shot the last scene, 
that of the new truck moving down 
a highway just a little before six. 
The sun was turning everything 
just a bit pink. We were still lack- 
ing four still shots for the “fea- 
tures” section of the film. We 
begged the vehicle for another hour 
during lunch on Monday, finished 
shooting, sent the film off to the 
laboratory for processing, and held 
our breath. 

Now was the time we did the fi- 
nal script writing. We had with- 
held that task until we knew how 
much time we had. We had kept 
records of the feet of film in each 
scene and had converted that to 
seconds. The script was written to 
fit. One week later the film came 
back and to our astonishment and 
relief it was good. We had shot 
some 700 feet of film. No problem, 
we thought, to put 360 feet of it 
together for a movie. No problem, 
that is, until we started running 
it through the editor, cutting and 
scrapping bits and pieces. The film 
pile on the floor was getting deeper 
and deeper while the film on the 
edited reel was filling up at a 
snail’s pace. This editing was done 
on a Saturday and took all day. 


>» With the film finally edited it ran 
just short of ten minutes. Even 
then we had picked up pieces from 
the floor with an idea of recapping 
all of the features at the end of 
the film. This part was quickly 
written into the script with the re- 
sult that we shot the film at the 
rate of unusable footage to good 
of 2 to 1 compared with a pro- 
fessional 5 to 1. 

On the following Monday morn- 
ing we showed the film to manage- 
ment and read the script against 
the picture. Approvals were given 
and the very next morning the 
photographer and the ad manager 
were on a plane bound for the Cal- 
vin Co. 

There we turned the edited work 
print and all of our ideas over to 
the account supervisor who would 
keep us under his wing for the 
next three days. They viewed the 
film with the critical eyes of pro- 
fessionals, made suggestions, and 
helped cut down the script, which 
now ran some three minutes long- 
er than the movie. 

Voices were heard for an an- 
nouncer. One was picked and in 
about an hour’s time the narra- 
tion was finished. The cash register 
showed $50. Next came a trip to 





Staff Conference The author (left) 
and Willys staff photographer Russell 
Spaulding confer over the script. The 
Bolex, used to shoot the film, stands by 


the music library. There the film 
was retimed and the various se- 
quences broken down and classi- 
fied as to the type of suitable musi- 
cal background. 

For the amateur it was complete- 
ly amazing to sit and watch this 
show being pieced together until 
gradually the whole form of it be- 
came apparent. With all of the 
music on tape in the exact sequence 
and timed to the second the cash 
register went up $150. $75 more 
went for tv clearance (in case any 
dealers might buy time locally and 


show it) and another $75 went for 
world wide music clearance, since 


it was an export film. 


> Now was the time we learned 
about optical effects; fade in, fade 
out, dissolves, side wipes, curtains, 
etc. With the studio’s professional 
advice the film was gone over from 
start to finish, scene by scene. For 
all of the effects which we put into 
the film to give it a professional 
air the cost was another $150. 
The thrill of the whole project 
came, when sitting in the control 
room, we saw for the first time the 
film edited as it would be finally, 
and heard the narration and music 
blerided together. This was the 
culmination of a frenzied two 
weeks. This blending process added 
another $150 to the tab and the 
thrill that came from watching what 
started out as an experiment end 
in a final polished production was 
well worth it. The much-needed 
martini after the mixing session is 
not reflected in the final costs. 
Incidentals included $50 for titles 
from the Calvin Co’s. art depart- 
ment. A duplication of the sound 
negative was another $12.16. The 
pilot print which was sent to the 
office ten days later for viewing 
by the entire management group 
cost $52.44. Add to that $1 for 
preservative treatment of the film 
and 50c each for a reel and can. 
We delivered the eight-minute 24- 
second movie in color for $766.50 


for ideas... 


production costs plus $78.47 for the 
film, a total of $844.77. We used two 
and a half days shooting and four 
people. 

The costs for sending the ad 
manager and the photographer to 
Kansas City came to $323.21. 


>» For additional use by the export 
people the film was later put into 
French and Spanish. Many of the 
original production costs were du- 
plicated in this effort, such as mix- 
ing, the titles, the pilot print, the 
reel and can and preservative. The 
music costs were halved for use a 
second time, but the foreign 
language announcing was much 
more than the English. Each foreign 
language version resulted in pro- 
duction costs of $541.50. 

Now the question may be raised 
—how good was the film, really? 
Well, the answer to that is simple. 
It was not a professional film. It 
won't win any prizes. There are 
many things which could be redone. 
But it does its designated job. It 
shows the vehicles, explains their 
sales features and offers the next 
best thing to a live demonstration. 
And it persuaded management that 
it should continue motion picture 
production, with a larger budget, 
and greater attention to profession- 
alism in production. a4 
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Color Printing Photo Lettering 
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HIGH QUALITY 


FULL COLOR 
pow cars LETTERPRESS PRINTING 
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SPOUT about 


Every issue of ADVERTISING RE- 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion, 


production, and merchandising. 
It's always timely and comprehen- 
sive, covering every non-media 
advertising function. It's a com- 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time. 


ADVERTISING 
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200 E. Illinois St. * Chicago 11, Ill. 





416/Circle on Readers’ Service Card 
Tearproof, Long Lasting Paper 

. samples of Papertex, a tearproof pa- 
per fabric said to be of unlimited life, are 
available from Resinova Inc. (Page 80) 


417/Circle on Readers’ Service Card 
Hints for 1909 Motorists 

. a bit of automotive Americana in the 
form of a booklet on car care, providing 
the car was made in 1909, is available 
from the Amalie Div. of L. Sonneborn 
Sons Inc. (Page 57) 


418/Circle on Readers’ 
Intercast Die-Casting 

. @ four-page folder from Gries Repro- 
ducer Corp. describes the exclusive Inter- 
cast die-casting process. (Page 57) 


Service Card 


419/Circle on Readers’ Service Card 
Calendar Memo Plan 
. a folder describing a direct mail plan 
that contacts customers monthly in the 
form of a calendar memo pad is available 
from W. H. Peters and Associates. 
(Page 57) 


420/Circle on Readers’ Service Card 
Life Versus Post Office 

. a hard-hitting bocklet released by 
Time Inc., refutes delivery loss charges for 


Life made by the Post Office. (Page 58) 


421/Circle on Readers’ Service Card 
1958 F. S. H. Catalog 

. the new 1958 catalog from Fritz S. 
Hofheimer describes new and old mailing 
lists currently available in the U. S. and 
Canada. (Page 58) 


RE 
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for your copy of publications 
mentioned on this page 
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%& Send for these free helpful selling tools 


422/Circle on Readers’ 
McGraw-Hill Lists 

. 150 business and industrial mailing 
lists are detailed in a new catalog from 
McGraw-Hill. (Page 59) 


Service Card 


423/Circle on Readers’ Service Card 
Collection Mailers 

. samples of mailers designed to collect 
1ccounts in a friendly but prompt manner 
are available from The Sparks Co. 


(Page 59) 


424/Circle on Readers’ Service Card 
Pre-Ruled Forms 

. Line & Tone Associates offers pre-ruled 
forms in non-photographic blue for plan- 
ning and paste-up of printing jobs. 


(Page 112) 
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200 East Illinois St., 
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425/Circle on Readers’ Service Card 
New Spray for Artwork 

. literature on Spray Glass, which gives 
x permanent, glossy finish to photographs 
and artwork, is offered by John G. Mar- 
shall Mfg. Co. (Page 96B) 


426/Circle on Readers’ Service Card 
Photo Reprint Kit 
a low cost method of processing 
sharp, clear photographic reprints is de 
scribed in a kit offered by Multiprint Co. 
(Page 96B) 


427/Circle on Readers’ Service Card 

Booklet on Photodrawing 

. . « Eastman Kodak offers a booklet telling 

how to bypass costly engineering draw- 

ings by making photodrawings instead. 
(Page 97) 
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401/Circle on Readers’ Service Card 404/Circle on Readers’ Service Card 
TV Dairy Spots 


information on t 


Custom Intermix System 
lairy commercials . . details on a new system that expands 
isly presented in an illustrated the silk screen color range are available 
The Olsen Publishing Co. fr She Co. (Page 40) 
(Page 103) 


405/Circle on Readers’ Service Card 

402/Circle on Readers’ Service Card The Line-O-Scribe 
Syndicated Film Service . . » The Morgan Sign Machine Co. offers a 

: ‘ ; brochure detailing a line of machines able 

etails on the syndication of spon- 
ciel “Gis Se ty ie oe to produce display and counter signs on 
ha i aad > ' 4 
fmf -_enot”’ ; 

in a booklet from Sterling Tele an on-the-spot” basis (Page 40A) 


(Page 104) 


406/Circle on Readers’ Service Card 
Cardholder Catalog 


403/Circle on Readers’ Service Card . a variety of Fotoflair cardholders, in- 


Light-heavyweight Signs cluding a new addition of units for appli- 


Aluminum Base Mfg. C 


Co. offers details ances, are illustrated in a catalog from 
on its “U-Fil-It-Base” sign stand. (Page 40) American Fixture Inc. (Page 40C) 
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407/Circle on Readers’ Service Card 
P-O-P Motion and Light 

. a new bulletin from Haft & Sons dis 
cusses the proper use of motion and light 
displays while illustrating the company’s 
line of available units. (Page 40C) 


408/Circle on Readers’ Service Card 
Reflective Beads 

. . - Getails on a kit combining reflective 
beads, binder and surface protection for 
use on signs are available from Flex-O- 
Light Mfg. Corp. (Page 40C) 


409/Circle on Readers’ Service Card 
Sticky-Bak Match Books 
. . details and samples of matchbooks, 
with pressure-sensitive strips on the backs, 
are available from General P-R Corp. 
(Page 88) 


410/Circle on Readers’ Service Card 
Nordette Premiums 

. illustrated leaflets of two new pre 
miums that appeal to all ages are avail- 
able from Nordette Inc. (Page 88) 


All/Circle on Readers’ Service Card 
Planning With Models 

. . a brochure from the M. W. Kellogg Co. 
describes its plant-planning system using 
full-scale, 3-D models. (Page 64) 


412/Circle on Readers’ Service C 
Domasote Building 

. . The Homasote Co. shows the actual 
construction of a geodesic Domasote in a 
photo-diagram leaflet. (Page 64) 


413/Circle on Readers’ Service Card 
Marlite Paneling 

. . . details on easy-to-install plastic wall 
panels in a variety of finishes and colors 
are described in a leaflet from Marsh Wall 
Products Inc. (Page 65) 


414/Circle on Readers’ Service Card 
Acrylite Plastic 

a color folder on plastic paneling 
sheets, ingeniously decorated with im- 
bedded materials, is available from Wasco 
Products Inc. (Page 65) 


415/Circle on Readers’ Service Card 
Do-It-Yourself Display 

. . » Masonite Corp. offers a diagram plus 
details on building a single or multiple 
form portable exhibit unit. (Page 65) 
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FINCHLEY IN 


“Dear Boss: This research project is most revealing...” 


@® Ootata! Froma stuffy corner office to ¢ rey Paree. The 
happy result of Finchley showing the boss how Consolidated 
enamels cut printing costs without cutting quality. 


It’s a fact that Consolidated Enamel Printing Papers often 
cost 200% less compared to other enamel papers of equal 
quality. You save because Consolidated pioneered a modern 
papermaking method that eliminates several costly manu- 
facturing steps while maintaining finest quality. 


Do a FIncHLEY! See your Consolidated Paper Merchant for 
free trial sheets. Let vour printer make a comparison test. 


Then pass the results on to the boss. Be sure to attach aA ENAMEL vee ware ee ee 
j E a complete | > for offset and letterpress printing 


° , , SALE FF E | g > TH LA ALL sT cr AG sth 
Available only thro igh your Consolidated Pape r Merchant 
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displays... 
products of effort, 
understanding, 
and working 
together 


THOMAS A. SCHUTZ CO. INC., 8710 FERRIS AVE., MORTON GROVE, ILL. 





